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ABSTRACT
The positive impacts of rural tourism enterprise have led to an increasing recognition 
among governments of the value of its contribution to the health of regional and 
national economies. Enterprise in the tourism industry requires a certain climate in 
order to prosper, however there are a number of dynamic constraints which impact 
upon operators within the sector. This research uses a series of unstructured 
interviews and detailed questionnaires to achieve a practical understanding of the real 
barriers experienced by entrepreneurs in the tourism sector. The dynamics of the 
internal and external factors that shape tourism enterprise development are explored. 
The western region of Ireland provides the geographical scope of this study, 
exhibiting a largely rural context which offers a unique opportunity to investigate 
firms in the rural tourism sector. The research clearly demonstrates the existence of 
two categories of constraints: internal (the skills, experience, training and motivations 
of the entrepreneur and the size and operational aspects of marketing and human 
resources of the enterprise) and external (access/infrastructure, cost of operation, 
support, complementary tourism product, demand and seasonality and location). 
Constraints on the development of rural tourism enterprise are complex and 
interdependent however a better understanding of these issues is essential to the 
successful future development of the industry. This research contributes to this 
understanding through the development of a new theoretical framework.
v
TABLE OF CONTENTS
List of tables................................................................................................................x
List of figures...................................    xii
Abbreviations.......................................................................................................... xiv
Chapter 1: Introduction............................................................................................... 1
1.1 Rationale and significance.............................................................................. 2
1.1.1 Small rural enterprise...................................................   2
1.1.2 International tourism trends............................................................ 5
1.1.3 Tourism’s regional and national contribution................   7
1.1.4 Tourism enterprise: a neglected theme..........................................10
1.2 Thesis aim and objectives..............................................................................11
1.3 Context..........................................................................................................13
1.3.1 Industry structure.................................  16
1.3.2 Irish tourism policy.......................................................................17
1.3.3 Regional context............................    19
1.3.4 Theoretical context....................................................................... 22
1.4 Thesis structure.............................................................................................23
Chapter 2: Rural Tourism Enterprise........................................................................ 27
2.1 Introduction............................................. ............ ........................................ 27
2.2 Rural tourism...............   28
2.2.1 Tourism and the rural economy....................................................29
2.2.2 Trends in rural tourism..................................................................30
2.3 Tourism enterprise and entrepreneurship.......................................................33
2.3.1 Distinguishing enterprise from small business............................. 34
2.3.2 Are tourism enterprises different?................................................36
2.3.3 Motivation and entrepreneurial ‘success’ ..................................... 38
2.3.4 Definitional evolution?...............................   41
2.4 Theoretical foundations................................................................................ 43
2.4.1 Existing literature.............................................................. ......... 45
2.4.2 Embarking upon the study of constraints...................................... 47
2.4.3 Existing theoretical frameworks................................................ ...49
2.5 Foundations of a new theoretical framework.................................................53
2.6 Conclusion....................................................................................................54
Chapter 3: Development Constraints.........................................................................56
3.1 Introduction...................................................................................................56
3.2 Internal factors  ................................................................................... 56
3.2.1 Skills, experience and training...................................................... 57
3.2.2 Motivation.................................................................................... 59
3.2.3 Enterprise size...............................................................................61
3.2.4 Human resources...........................................................................63
3.2.5 Marketing..................................................................................... 66
3.3 External Factors............................................................................................ 69
3.3.1 Access/infrastructure.....................................................................70
3.3.2 Cost of operation...........................................................................73
3.3.3 Support......................................................................................... 75
3.3.4 Complementary tourism product  ..........................  79
3.3.5 Demand and seasonality...............................................................81
3.3.6 Location....................................................................................... 83
3.4 PESTE factors...............................................................................................86
3.5 Conclusion....................................................................................................88
Chapter 4: Methodological Approach....................................................................... 90
4.1 Introduction...................................................................................................90
4.2 Achieving the aim and objectives..................... 91
4.3 A multi-method approach............................................................................. 93
4.4 Qualitative research...................................................................................... 95
4.4.1 Sampling...................................................................................... 96
4.4.2 Qualitative data collection............................................................98
4.4.3 Analysis of qualitative data.......................................................... 99
4.5 Quantitative research...................................................................................101
4.5.1 Sampling.................................................................................... 102
4.5.2 Data collection............................................................................103
4.5.3 Analysis of data.......................................................................... 105
4.6 Ethics...........................................................................................................106
4.6.1 Ethics statement......................................................................... 107
4.7 Limitations.................................................................................................. 107
4.8 Conclusion.................................................................................................. 109
Chapter 5: The Enterprise and the Entrepreneur: Profiles and Constraints.............. 110
5.1 Introduction................................................................................................. 110
5.2 The enterprise and its management .................................................. 110
5.2.1 Types of enterprise and ownership............................................. I l l
5.2.2 Income and profitability.............................................................. 113
5.2.3 Enterprise age..............................................................................120
5.2.4 Enterprise size..........................................................   121
5.2.5 Marketing........................................................................ ...................124
5.2.5.1 Networking.............................. ...........................................127
5.2.5.2 E-Marketing.......................................................   130
5.2.5.3 Market research............................................... .............133
5.2.6 Human resources.................................... ................................... 135
5.3 The Entrepreneur........................................................................................ 139
5.3.1 Age............................................................................................. 140
5.3.2 Gender, marital status and the role of family...............................141
5.3.3 Motivation.................................................................................. 142
5.3.4 Education, training and experience............................................. 147
5.4 Impacts of entrepreneur and enterprise profile on internal constraints 153
5.5 Conclusion............................................................................................... ...156
Chapter 6: External Constraints........................................................„ .....................158
6.1 Introduction................................................................................................. 158
6.2 Access and infrastructure.............................................................................160
6.2.1 Air access................................................................................... 163
6.2.2 Road infrastructure.............................................................. ......165
6.2.3 Public transport............................  168
6.3 Demand and seasonality..............................................................................171
6.3.1 Unpredictability of demand.................. ..... ...............................171
6.3.2 Length of season....................    173
6.4 Cost of operations....................................................................................... 175
6.4.1 Overheads.................................................................................. 177
6.4.2 Competition, perception and future impact.................................180
6.5 Public sector support.................................................   183
6.5.1 Marketing and market research...................................................184
6.5.2 Distribution of support................................................................188
6.5.3 Accessing support................................................................  191
6.5.4 Geographic spread of development........................................... .192
6.6 Complementary tourism product.................................................................195
6.6.1 Major tourism attractions............................................................198
6.6.2 Walking tourism......................................................................... 201
6.6.3 Innovation and packaging.......................................................... 203
6.7 Location......................................................................................................206
6.8 Impacts of entrepreneur and enterprise profile on external constraints 208
6.9 Conclusion..................................................................................................210
Chapter 7: Conclusion...................................    214
7.1 Introduction....................................................   214
7.2 Thesis aim and objectives revisited..............................................................214
7.3 The framework...........................................................................................216
7.4 The enterprises and entrepreneurs............................................................. 220
7.5 The constraints...........   224
7.5.1 Internal factors................................   224
7.5.2 External factors........................   229
7.6 Building upon this thesis............................................................................236
7.7 Conclusion..................................................................................................239
APPENDICES (on attached CD)............................................................................ 240
Appendix 1 : Questionnaire
Appendix 2: Sampling frame for quantitative data collection 
Appendix 3: SPSS data anlysis 
Bibliography.................................................................   ...241
LIST OF TABLES
Number Page
Table 1.1 Benefits of tourism to the Irish economy.............................................6
Table 1.2 Overseas holidaymakers 1999-2009............................... . ...................7
Table 1.3 Addressing Department of tourism, culture and sport objectives 8
Table 1.4 Organisations involved in tourism enterprise development. ............ 13
Table 1.5 Fâilte Ireland enterprise supports................................................. . 16
Table 1.6 Regions visited by overseas tourists 1999-2008..................................19
Table 2.1 Characteristics of urban/resort tourism versus rural tourism...............25
Table 2.2 Positive impacts of lifestyle entrepreneurship.................................... 37
Table 2.3 Entrepreneur guises............................................................................ 39
Table 2.4 Categorisation of constraints within literature.................................... 45
Table 2.5 Small hospitality firm obstacles to business performance...................49
Table 3.1 Top ten sources of managerial incompetence..................................... 54
Table 3.2 Negative characteristics of lifestyle entrepreneurs............................. 57
Table 3.3 Top ten sources of managerial incompetence..................................... 59
Table 3.4 Small hospitality businesses: enduring and endangering factors 81
Table 4.1 Interviewees.......................................................................................93
Table 4.2 Sample size breakdown...........................................................   98
Table 5.1 Highest turnover by business sector................................................ 110
Table 5.2 Comparison of turnover between Ireland and New Zealand............ I ll
Table 5.3 Household income from tourism operations by business type......... 113
Table 5.4 Profitability patterns by business type............................................. 114
Table 5.5 Number of people employed by tourism enterprises.........................116
Table 5.6 Use and effectiveness of promotion/advertising tools.......................120
Table 5.7 Use of computers by business type...................................................125
T able 5.8 Use of market research............................................   127
Table 5.9 Enterprises carrying out market research by business type............... 127
Table 5.10 Education levels of tourism entrepreneurs/general population..........138
x
Table 5.11 Entrepreneurs having undertaken courses/training by business
type..................................................................................................139
Table 5.12 Providers/helpfulness of courses.......................................................142
Table 5.13 Previous occupation......................................................................... 142
Table 6.1 Greatest barriers to successful enterprise development.....................149
Table 6.2 Greatest barriers affecting tourists’ access to products .........152
Table 6.3 Overseas holidaymakers’ length of stay........................................... 152
Table 6.4 Effects of unpredictability and seasonality on business
performance.................................................................................... 161
Table 6.5 Greatest barriers to enterprise’s ability to provide value for money. 166
Table 6.6 European minimum wage rates.........................................................169
Table 6.7 Ranking of marketing constraints.....................................................173
Table 6.8 Agreement with support related issues.............................................176
Table 6.9 Agreement with tourism product related issues................................ 184
Table 6.10 Overseas participants in hiking/hillwalking (000’s)......................... 188
Table 7.1 Typical profile of tourism enterprises in the western region............ 201
Table 7.2 Typical profile of tourism entrepreneurs in the western region........ 202
LIST OF FIGURES
Number Page
Figure 1.1 Factors contributing to the rationale and significance of this study 2
Figure 1.2 Context of the study............................................................................ 12
Figure 1.3 The western region..............................................................................17
Figure 1.4 Theoretical context............................................................................. 20
Figure 1.5 Structure of the thesis.........................,..................     ...21
Figure 2.1 The 'new tourist'................................................................................. 29
Figure 2.2 Traditional economic development..................................................... 36
Figure 2.3 A proposed paradigm for entrepreneurial research  ...................... 47
Figure 2.4 Internal-external dialectic of small tourism firm's environment: an
integrative framework....................................................................... 48
Figure 2.5 Framework to assess constraints on the development of rural tourism
enterprise: Stage 1.............................................................................50
Figure 4.1 Steps to achievement of objectives..................................................... 88
Figure 4.2 Methodological triangulation.................... .............. ......................... 90
Figure 4.3 Qualitative research process...............................................................91
Figure 5.1 Principal business activity.................................................................108
Figure 5.2 Position of respondent.......................................................................108
Figure 5.3 Business turnover............................................................................109
Figure 5.4 Age of enterprise  ................   114
Figure 5.5 Use of marketing plans.....................................................................119
Figure 5.6 Barriers to networking/cooperation.................................................. 122
Figure 5.7 What computers are used for......................................... ................125
Figure 5.8 Downward spiral of human resources............................................... 130
Figure 5.9 Age profile of respondents...............................................................132
Figure 5.10 Courses/training undertaken by owner/manager.............   134
Figure 5.11 Downward spiral of human resources............................................... 139
Figure 6.1 Factors affecting access into the region.............................................151
Figure 6.2 The ‘squeeze’ on profits................................................................... 165
Figure 6.3 Membership of tourism development and representative bodies 172
Figure 6.4 The demand -  supply relationship.................................................... 185
Figure 6.5 The umbrella effect of major tourism attractions............................. 187
Figure 7.1 Constraints on the development of rural tourism enterprise.............. 198
ABBREVIATIONS
B&B Bed and Breakfast
BMW Border, Midlands and Western
CIE Coras Iompair Eireann
CILTI Chartered Institute of Logistics & Transport in Ireland
CPA Combat Poverty Agency
CSO Central Statistics Office
CTC County Tourism Committee
DEFRA Department for Environment, Food and Rural Affairs (UK)
DIT Dublin Institute of Technology
EU European Union
FAS Foras Aiseanna Saothair (Training and employment authority)
GNP Gross National Product
GVA Gross Value Added
ICHRA Irish Country Houses and Restaurants Association
ICT Information and Communications Technology
IHF Irish Hotels Federation
IT Institute of Technology
ITIC Irish Tourism Industry Confederation
ITOA Irish Tour Operators Association
LEADER Liaison Entre Actions de Développement de l'Economie Rurale 
(French: European Union initiative for rural development)
NDP National Development Plan
NSS National Spatial Strategy
NWT North West Tourism
PAYE Pay As You Earn
PRSI Pay Related Social Insurace
RTA Regional Tourism Authority
SME Small to Medium Enterprise
SPSS Statistical Package for the Social Sciences
STF Small Tourism Firm
UK United Kingdom
UNWTO United Nations World Tourism Organisation
VAT Value Added Tax
WDC Western Development Commission
xiv
CHAPTER 1:
INTRODUCTION
As I travelled out of the relative metropolis of Sligo in search of rural tourism 
enterprises, it was difficult to know what to expect. The journey itself presented 
physical constraints as I negotiated winding, narrow, potholed roads, whose lack of 
signposting often had me driving in circles. The experience left me wondering how 
tourists ever made it to some of these destinations! However, my many journeys 
around the western region were always rewarded with a renewed appreciation of the 
beauty of the country, even those places that don’t get mentioned in the usual books 
and guides, and a welcome to match, which could not but build my confidence in the 
Irish rural tourism product. Despite most tourism entrepreneurs seeming happy in 
their choice of career and resultant lifestyle, when given an opportunity to ‘complain’ 
about the difficulties they experience it became apparent that the potholes were just 
the tip of a rather large iceberg. As I sat (usually at a kitchen table) drinking tea and 
routinely reaching out to turn or change the tape in my recorder, I quickly achieved a 
clarity of insight. This clarity consisted of the realisation of three main fundamentals. 
Firstly, that these entrepreneurs and their businesses (run from those very kitchen 
tables) represent vital elements of the tourism product, and as such are catalysts for 
the industry’s future success. Secondly, that my chosen sample would reveal a much 
greater volume of data than initially expected. Finally, that if the government’s cited 
goals of further development of the industry and a more even geographic dispersal of 
its benefits were to be achieved, then tourism development authorities would need to 
focus their attention on the nurturing of such tourism enterprises. What I heard across 
those kitchen tables, in a seaside B&B, an adventure centre or a caravan park, and 
found reflected in the literature at the same time somewhat undermined this ‘clarity’. 
This was the difficulty of coming to grips with the sector, in its very disparateness, its 
“multi-perspectivity”. Perhaps it is this very complexity that became clear, and that 
has allowed this study to attempt to address some of the issues in rural tourism 
enterprise which are facing the various stakeholders, each with their own view of the 
field, each view valid, and yet not always in agreement. It is in view of this diversity 
that the external observer, the academic, who is, precisely, not a stakeholder, and 
holds the “view from nowhere”, can be of some real use.
This thesis seeks to improve our understanding of rural tourism enterprise and this 
chapter will set the scene for the remainder of the document. A consideration of the
issues demonstrating the rationale and significance of this study commences this 
chapter. With this foundation in place, a presentation of the aim and objectives will 
follow. These aims and objectives are informed by the abovementioned complexity 
but also the clarity which emerged during the study - between the academic literature 
and the on-the-ground realities as perceived by the stakeholders. The geographical 
and theoretical contexts in which these aims and objectives will be achieved will 
consequently be examined and the chapter will be concluded with a description of the 
thesis structure.
1.1 RATIONALE AND SIGNIFICANCE
There are four principal contextual themes which collectively demonstrate the 
rationale and significance of this study. Figure 1.1 illustrates these themes and 
summarises the main factors within each.
Figure 1.1 Factors contributing to the rationale and significance of the study
Tourism’s contribution Tourism enterprise: a
•  Economy and neglected theme
employment •  Overlooked by
•  Conservation and researchers and
preservation policy-makers
•  Rural diversification ) •  Reliance on general
and spatial balance / Rationale and \  business theory
significance o f the study
Small rural enterprise > '  International tourism
•  Significance trends
•  Rural context •  Growth
•  Tourism context •  Competition
•  Differing needs •  Purchasing
behaviour
The following subsections describe in more detail how each of these issues 
demonstrates the importance of this study. The rationale and significance of the study 
lies in the economic, social and environmental importance of the sector, but also in 
the researcher’s ability to adopt a variety of stakeholder perspectives, and to thus 
offer an holistic understanding of the sector, which none of the stakeholders
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themselves can possibly inhabit. The significance of a study such as this is that it 
gives visibility to the variety of issues facing a sector as diverse as rural tourism.
1.1.1 Sm a l l  r u r a l  e n ter p r ise
A primary purpose of this study is the better understanding of small enterprise. Are 
they themselves a constraint on development or a valuable resource, and have we yet 
properly understood them, their needs, challenges, dynamics and indeed diversity, as 
distinct from their larger counterparts. All these issues will form the very fabric of 
this study. It was not so long ago that small enterprises were seen in a very different 
light from what is today the case. They have gone from being seen in the early 
twentieth century as obstacles to economic growth (Scase and Goffee, 1980) to, more 
recently, as instruments of economic revitalisation and employment creation. 
According to Karmel and Bryon (2002) “SMEs are central to any post-war OECD 
economy, and their influence has grown dramatically in the post-war period” (p.27). 
Cannon (1991) highlights several features of smaller firms which economists 
recognise as being especially important to the process of innovation. Such features 
have increasingly been recognised by regional, national and international authorities 
as major contributors to the health of economies at all levels.
The need to increase the level of entrepreneurial activity in Europe and to support 
new ventures to grow has been clearly articulated by the European Commission 
(Fitzsimmons et al, 2003). The green paper ‘Entrepreneurship in Europe’ (January 
2003) and the follow up ‘Action Plan: The European Agenda for Entrepreneurship’ 
(March 2004) document the Commission’s commitment to encouraging a greater 
level of entrepreneurship throughout Europe. These documents highlight the many 
positive correlations between entrepreneurship and economic performance and the 
entrepreneurial challenge facing Europe. Ireland’s Small Business Forum (2006) 
proposes that the health of the small business sector is 
both an indicator of the condition of the whole economy and a determinant of that 
condition. The Forum documents the reasons why small businesses are important to 
the Irish economy including their provision of regionally distributed employment, 
their delivery of a huge range of local services, their contribution to economic, social 
and cultural life and their role as an essential part of the supply chain for larger firms, 
which is particularly needed to attract and retain foreign investment. Enterprise
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development has become increasingly important as the economic downturn has taken 
hold. Stressing the importance of creating a supportive environment for enterprise 
development Jane Williams, the Chief Executive of Forfas, recently commented that 
"Enterprises are the engine of every economy” and that “we rely on the successes of 
innovators, entrepreneurs, ambitious managers and employees for our economic 
success and prosperity” (www.smallbusinessforum.ie, 2010).
The number of small businesses in Ireland and employment in small businesses grew
gradually up to 2000. However, in more recent years the Small Business Forum
(2006) have recognised a slowdown in growth.
“Between 1995 and 2000 the number of small businesses grew by an average 
6.6% a year, but in the years since then, growth has slowed by 2.6%. The 
number of small manufacturing firms has been static over the past five years, 
and the number employed in them has declined. The number of small firms in 
wholesale, retail and hospitality has also declined”, (p.2)
International comparisons place these statistics in context. For example, Fitzsimmons 
et al (2003) state that total entrepreneurial activity in Ireland is 8.1% which is 
considerably lower than the rate in the US, where it is almost 12%. The authors 
suggest that there is significant scope for increasing the levels of entrepreneurial 
activity on the island of Ireland. The economic recession has led to many business 
closures but may also have positive impacts both on small business formation and 
employment in small businesses; however, reliable research on this topic is yet to be 
released.
Smaller sized enterprises are of particular positive significance within both the rural 
context and the tourism industry. Rural enterprise can contribute to overall rural 
sustainability by aiding the development of a diversified local economy, involving 
locally-based employment (National Spatial Strategy (NSS), 2001, p.7). According to 
the Western Development Commission (WDC) (2007), rural non-farm businesses are 
generally small with 98% of businesses in the western region employing fewer than 
50 persons and 66% employing fewer than 10. The smaller size of enterprise is 
significant in terms of economic and environmental sustainability. The NSS 
document (2001) proposes that “the nature of the enterprise encouraged to locate in 
rural areas must be appropriate to those areas in economic, social and environmental
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terms, e.g. the location of overly large enterprises in rural areas should probably be 
avoided” (p.8).
The tourism industry worldwide is comprised primarily of small enterprises 
(Lordkipanidze et al, 2005) and the rural tourism industry to an even greater extent 
(Lane, 1994; Fuller-Love et al, 2006; Cawley and Gilmor, 2008). These small 
enterprises are, according to Wanhill (2005), of critical importance to the progress of 
tourism. In terms of needs and operational issues, literature increasingly documents 
the problems of equating small and large businesses. Authors including Barber et al 
(1999), Ang (1991) and Bramwell (1994) have identified specific issues which are 
more significant for smaller businesses. Differing needs and issues have also been 
identified within the tourism sector, as opposed to other sectors (Stoy Hayward, 1996; 
Boer, 1999; Reichel and Haber, 2004; Shaw and Williams, 2004), as a result of its 
often unique characteristics including seasonality, intangibility, complexity, 
perishability and interdependence.
In summary, Ireland has clearly not fulfilled its potential in terms of entrepreneurial 
activity. The encouragement of enterprise plays a vital role in counteracting the recent 
economic recession and resultant job losses. The significance and potential 
contribution of small enterprise thus warrants specific attention by both researchers 
and policy makers. The challenge of nurturing these enterprises is contributed to by a 
tendency to equate small enterprises with their larger counterparts despite evidence to 
the contrary and a resultant lack of understanding of the specific needs and issues of 
small enterprises which this thesis aims to address.
1.1.2 I n t e r n a t i o n a l  t o u r i s m  t r e n d s
Switching the focus to tourism specifically, we must look at tourism in the 
international context, and relevance of this to the study. Tourism is one of the largest 
and fastest growing industries in the world. It is also one of the most dynamic, 
influenced by significant changes which are developing at a rapid pace, such as 
increasingly discerning and higher-spending tourists, advancements in information 
and communication technologies, the increasing availability of low cost access 
transport and political and economic developments. The distribution of the
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international market has also changed rapidly within recent years. Despite traditional 
dominance, Europe will, according to UNWTO (2004) forecasts, gradually lose 
market share, with areas such as East Asia and the Pacific region increasing their 
share of the market. However, overall growth in international tourism activity, 
partially due to the increasing economic power of new markets such as China and 
India, will nevertheless result in a 3% growth rate for Europe overall. Within Europe 
there is also increased competition with the development of emerging destinations 
and markets within the continent’s central and eastern regions.
These trends have contributed to an increasingly challenging industry with a 
widening range of competing destinations and a consequential need for a high quality 
and innovative tourism product. In its tourism product development strategy, Failte 
Ireland (2007) highlighted the need to respond to the challenges of increasing 
competition by focusing on the requirements of future consumers and the actions of 
international competitors, improving the quality, value and appeal of its existing 
products and encouraging further innovation in the industry.
Rural tourism has been recognised as a potential growth industry internationally as a 
result of increasing demand for rural and marginal areas due to their natural 
environments and remoteness (Nilsson, Peterson and Wanhill, 2005). This trend 
concurs with the findings of two major authors in the area of tourist motivation. The 
needs of both Plog’s (1974) ‘allocentric’ tourist and Poon’s (1997) ‘new tourist’ 
closely match the benefits offered by rural tourism. However, a parallel trend of 
shorter breaks emergent in recent years means that journey times must be cut and as a 
result the more isolated and peripheral destinations are at a disadvantage. According 
to the NSS (2001), rural tourism, while significant for individual locations, remains a 
relatively small niche activity in the overall tourism context.
The challenges of increasing competition and changes in consumer behaviour and the 
opportunities presented by an increasing interest among tourists in rural destinations 
contribute greatly to the significance of this study. It must be recognised that tourism 
enterprises are the suppliers of the industry and central to its future success. Research 
is vital to better understand these enterprises and develop methods of nurturing them 
and assisting them to more accurately match the needs of the tourist and maintain
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competitiveness. It is only studies such as this that can weave together the multiple 
stakeholder perspectives by stepping outside the individual perspective, to see the 
bigger picture and to understand the challenges of the sector with a holistic frame of 
mind.
1.1.3 T o u r is m  ’ s r e g io n a l  a n d  n a t io n a l  c o n t r ib u t io n
To focus on the importance of identifying and addressing development constraints, it 
is necessary to look more closely at the significance of Irish tourism economically, 
socially and environmentally. Irish tourism has grown to become a very important 
economic sector of enterprise and of national and regional wealth creation. The main 
benefits to the Irish economy are shown on table 1.1.
Table 1.1 Benefits of tourism to the Irish economy
•  €4.5 billion in annual foreign earnings*
•  €1.5 billion in annual domestic earnings
•  6% of total employment
•  3% of GNP
•  A major instrument of national and regional development
•  A sector of major opportunity for Irish-owned enterprise
Source: Fâilte Ireland, 2009
* Foreign exchange earnings figure includes payments to Irish carriers
As illustrated in table 1.2, according to Fâilte Ireland statistics, visitor numbers to 
Ireland and tourism receipts in the years up to 2007 showed considerable growth 
however, overseas tourist numbers have declined since then due principally to the 
economic slowdown both here in Ireland and our main markets. Nevertheless, the 
exodus from the farming sector is set to continue and where competitive pressures on 
traditional indigenous manufacturing enterprises are intensifying, tourism is 
anticipated to increase in relative economic importance. This is particularly relevant 
to the western region which is largely rural in nature.
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Table 1.2 Overseas holidaymakers 1999-2009
1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009
Overseas tourists
N
um
be
r
(0
00
s) 5,943 6,266 5,930 5,919 6,178 6,384 6,763 7,417 7,739 7,435 6,555
Re
ve
nu
e
(€
m
ill
io
n)
2,343 2,682 2,952 3,088 3,228 3,235 3,487 3,809 3,945 3,849 3,115
Domestic Tourists
N
um
be
r
(0
00
s) n/a 5,478 6,307 6,452 6,657 7,001 7,173 7,310 7,942 8,339 8,340
R
ev
en
ue
(€
m
ill
io
n)
n/a 707 880 849 971 1,037 1,165 1,375 1,551 1,546 1,390
Source: Failte Ireland, 2008, 2009, 2010
These stark economic figures also have social impacts. Contemporary tourism 
literature has extensively documented the recognition of governments globally of the 
benefits of tourism as a means of sustaining and improving the quality of life in rural 
areas through diversification (Britton, 1990; King, 1993; Bramwell, 1994; Conlin and 
Baum, 1995; Buhalis, 1999; Long and Lane, 2000; Hunter et al, 2004; Lordkipanidze 
et al 2004). These authors have recognised the fact that rural areas are considered by 
authorities to be inappropriate for the development of alternative industries as a result 
of their peripherality, isolation, fragility, scarcity of resources, limited labour force 
and transportation costs. Long and Lane (2000) suggest that tourism has a number of 
positive attractions for rural regions, “it can provide organic, low capital economic 
growth in locally owned businesses, it can provide ‘pluri-activity’, a situation where 
individuals and family units live from several jobs rather than just one, giving variety 
and reducing risk” (p.303).
The economic benefits of rural tourism activity are clear in terms of revenue and 
employment for communities that may have previously depended on agriculture, and 
the social benefits of a diversified activity base are, as we have just seen, increasingly 
recognised. Accordingly, rural tourism development has been specifically identified
nationally within the N.S.S. 2002-2020, the white paper on rural development (1999), 
the National Anti-poverty Strategy (1997) and the N.D.P. 2007-2013 as a means of 
counteracting the negative impacts of agricultural decline and of contributing to 
regional economic and social balance. The development of rural tourism is also 
actively supported by the W.D.C., LEADER programme, Teagasc, Failte Ireland, The 
E.U., Department of Tourism, Culture and Sport, Department of Community, Rural 
and Gaeltacht Affairs, County Enterprise Boards, Shannon Development and 
Regional Tourism Development Boards. The N.S.S. (2001) refers to “a broadly based 
consensus regarding its potential” (p.6). However, this consensus has not led to any 
significant investment or progress within this sector. Indeed, that so many bodies feel, 
and officially, are, responsible for the development of the sector is symptomatic of 
the problem of focus and understanding facing the sector, and has not been without its 
effects on this very lack of progress.
Environmental sustainability has become central to Irish tourism development 
strategies focussing on the long term costs and benefits of tourism activity. Tourism 
has an important role in the conservation and preservation of both the cultural and 
environmental heritage of the countryside (Morrison, 2006) by making it 
economically advantageous to maintain and enhance its existing positive qualities. 
Bringing together the three categories of benefits, table 1.3 summarises how the 
development of rural tourism enterprise addresses the principal elements of the stated 
tourism related objective of the Dept, of Tourism, Culture and Sport.
Table 1.3 Addressing Department of Tourism, Culture and Sport objectives
Economic sustainability
•  Economic development and employment
•  Diversification in rural areas
•  Focus on small indigenous enterprises
Environmental sustainability
•  Conservation and preservation o f cultural and 
environmental heritage
•  Economic incentive to maintain standards
Spatial balance
•  Encouragement o f tourists away from cities and ‘honeypot’ 
areas
•  Encouragement o f economic activity in underdeveloped 
rural areas
Consideration of the positive contributions of Irish tourism including the economic 
and employment gains and its roles in rural diversification, spatial balance and 
conservation illustrate its value to this country. This value in turn warrants further
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investigation into the maximisation of these benefits and the current barriers to the 
achievement of the industry’s full potential.
1.1.4 T o u r is m  en ter p r ise  : a  n e g l e c t e d  t h e m e
Despite its clearly important role in the development of a growing industry, it is 
apparent that tourism enterprise remains largely overlooked by both researchers and 
policy makers. The limitations with regard to the quantity and nature of existing 
literature within the subject area of tourism enterprise have been recognised by a 
number of authors (Shaw and Williams, 1998; Page et al, 1999; Russel and Faulkner, 
1999; Ateljevic, 2002). One of the suggested justifications for such limitations is the 
tourism sector’s complexity. This complexity makes rural tourism incompatible with 
conventional research strategies and concepts (Page et al, 1999). As observed in 
discussing the aims and objectives of this study, the question of the complexity of the 
area of tourism, and more specifically of rural, small-scale tourism, not only 
represents a problem for academics and external observers but also for entrepreneurs 
and policy makers. According to Russell and Faulkner (1999), many traditional 
business models and frameworks previously employed have been too rigid to 
represent the dynamic and heterogeneous character of tourism enterprise. Not only is 
the use of generic business models constraining the development of new knowledge 
in this field, but it also means that the implications of the differences of scale cannot 
be fully taken into account. Referring specifically to the tourism industry, Shaw and 
Williams (1994) suggest that there is a failure to acknowledge that “the vast majority 
of entrepreneurs are small scale” (p.99) and that consequently their structure, 
organisation and management are misunderstood. Even when the implications of 
small scale are understood, as Ateljevic (2002) points out, small business operation 
requires an interdisciplinary approach that has asked too much of many researchers.
A difficulty in locating academic research identifying small business policy priorities 
was recognised by Thomas (2000). Ateljevic (2002), however, documents a move 
within government policy in New Zealand away from an exclusive focus on 
destination marketing and promotion to the increasing significance of product 
development. This trend is also apparent in Ireland, confirmed by the recent 
publication by Failte Ireland of the country’s first tourism product development
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strategy (2007). One would assume that product development would have to involve 
a degree of focus on enterprise, however, this strategy focuses on the product itself 
and contains no mention of the vital role of tourism enterprises and entrepreneurs in 
its provision. This is a major oversight considering that tourism enterprises are the 
providers and as such the first link in the supply chain. In considering tourism policy 
formation, Ateljevic (2002) identifies that perhaps one of the reasons for their 
exclusion is that smaller operators can find it difficult to maintain a presence within 
the context of the policy formation process.
These four themes combined (see figure 1.1) serve to demonstrate the importance of 
this research. One of the challenges is to work towards filling the knowledge gap by 
compiling secondary data from a range of related fields and building upon this with 
empirical data to contribute new knowledge to the field, but also of seeing the 
interlinkage of the often-mentioned difficulties of the academic’s struggle to describe 
and analyse the field, and the stakeholders’ difficulty in making headway in 
enterprise and industry development. The results will thus contribute to policy 
makers’ understanding of tourism enterprises and the constraints on their 
development and go some way to allowing them an insight into the mindframe 
needed to manage and guide such a diverse field as small tourism enterprise, but also 
to convincing them of the perils of neglecting this important part of the modem Irish 
rural society and economy..
1.2 THESIS AIM AND OBJECTIVES
The social and economic context of this study has been briefly examined, and hence 
its rationale and relevance within a broader extra-academic setting. The focus now 
moves onto what this study aims to achieve.
Aim: ‘To extend through empirical investigation and theoretical development, 
existing knowledge by identifying and evaluating the constraints on the 
development of rural tourism enterprise in Ireland’s western region’
This will be achieved through a combination of three principle interlinked objectives 
as follows.
1 1
•  Objective one: ‘To review existing theoretical contributions relevant to this 
topic’.
The aim to extend existing knowledge cannot be achieved without a thorough 
understanding of that knowledge. An initial problem, which is not without 
significance for the understanding of tourism entrepreneurship amongst 
practitioners, planners and observers, is that the store of knowledge is dispersed 
over a number of fields of research. The principal overarching themes are general 
business; tourism enterprise; and rural tourism. However, figure 1.4 (see section
1.3.4 below) illustrates the array of research fields relevant to the theoretical 
context of this study. Thus, the first challenge faced by the somewhat unorthodox 
position of the thesis compared to recognised and theoretically clear fields of 
research, but a position which accurately reflects the greater challenge faced in 
the understanding and treatment of rural tourism entrepreneurship, was that of 
bridging the gap between these fields.
•  Objective two: ‘To undertake primary research to identify constraints on 
tourism enterprise development in the western region’
This will be achieved by focussing on the perspectives and experiences of a range 
of tourism entrepreneurs and representatives of tourism development bodies 
throughout the western region. The primary research will not only identify the 
variables constraining tourism enterprise, but also provide an overall profile of 
tourism enterprises and entrepreneurs in the region. As mentioned above, an 
initial challenge in the development of the area is the array of overlapping and 
opposing stakeholder perspectives involved. As discussed, the researcher must 
position herself so as to represent each of the perspectives, pulling them together 
in combination with existing theory, but yet remaining objective in order to create 
a complete picture.
• Objective three: ‘To develop a theoretical framework for understanding and 
further investigating the subject’.
1 2
The achievement of objective one and two are necessary in order for objective 
three to be accomplished in that the results of both the literature review and the 
primary research, and an appreciation of their dynamics and challenges, will be 
utilised to inform the development of this framework. The final product will 
illustrate the principal themes that potentially constrain enterprise development 
within the rural tourism sector and build on existing research in the area. It will 
provide a platform for comparison and further research in this field, and assist in 
breaking down the barriers to the interdisciplinary thinking that is required in a 
field that is at once highly specialised and yet draws on many areas of expertise 
and insight.
1.3 CONTEXT
Figure 1.2 illustrates the complexity of the research context. Adding to the 
international tourism context discussed in the previous section, the overall context 
includes the industry structure at regional and national levels, Irish tourism policy and 
the organisations involved in its implementation, the characteristics of the western 
region and the challenges they present for the development of rural tourism enterprise 
and the overall theoretical context. The following subsections examine these principal 
contextual themes. As the description and discussion move forward, it must be 
remembered that to understand any of these areas in isolation is precisely the mistake 
that serious study of rural tourism enterprise must avoid. Also important in this regard 
is that the perspectives of the various stakeholders are inevitably informed by their 
individual contexts.
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Figure 1.2 Context of the study
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Note that the researcher has not been included in the diagram. The reason for this is 
that she must be omnipresent, in that she can and must identify to an extent with 
everyone, and yet see everyone’s position as they themselves cannot see it. The 
researcher is not to be understood simply as a representative of the international 
academic community, though she is that too. She has to be understood as having an 
intimate view from every perspective, that is to say having the view from nowhere. 
The researcher’s local status, background of living and working with those same 
people, being friend and relative of them, cannot but add a very useful dimension to 
her position, and cannot but help her to see the prism of viewpoints.
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Table 1.4 Organisations involved in tourism enterprise development
S ec to r O rg a n isa tio n
• Dept, of Agriculture, Fisheries & Food
it • Irish Fanners Association
3 • Teagasc
"au • Keep Ireland Open mC
“ 1
• Restaurants Association of Ireland r
• Horse Racing Ireland
• An Taisce
• An Duchas
0» • Councils -  heritage & arts _ k
« • Office of Public Works m
• Udaras na GaeltachtaX • Arts Council
• Dept, of Enterprise, Trade and Innovation
•  Enterprise Ireland
• County Enterprise boards
• Central Statistics & Companies Registration Office ■ 1
• Dept, of Finance
• Business Loan Institutions e.g. banks
| * Interrag, Peace & Reconciliation funds, Fund for Ireland
c • Institutes of Technology, Universities, Colleges and VECs fl
U • Forfas «g
• Dept, of Environment, Heritage and Local Government a
• Environmental Protection Agency m o%>• Dept, of Communications, Energy & Natural Resources T
• Marine Institute a»
c • Bord Iasca Mhara
Ic • Central & Regional Fisheries Boards
.§ • Coillte &>c • The Green Box QJU • Waterways Ireland a
• Dept, o f Community, Equality & Gaeltacht Affairs m B
anc • An Bord Pleanala
f
9 • LEADER companies ’Ctt —  c
?■ o
• FAS 3O
u > = t • BMW Regional Assembly HCC T3 • Western Development Commission
«  Dept, of Tourism, Culture and Sport
•  Failte Ireland
• Tourism Ireland
• Lottery award bodies
* Councils -  county & district
• Local authorities m
• County development teams r
• Western Development Tourism Programme
• Regional Tourism Development boards
• National Roads Authority
• Local tourism organisations/networks
t • Irish Tourist Industry Confederation
oc. • Irish Hotels Federation
c8 • Town & Country Homes Associationh • Bus Eireann«y
E • Dublin Airport Authority
f • Dublin Port Authority
3e • Iamrod Eireannh- • Irish Aviation Authority
Source: Adapted from Hegarty, 2005 pp!2-13
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A difficulty presents itself in the clear definition and categorisation of the tourism 
sector. The industry’s complexity and interdependency means that its activities occur 
under the responsibility of many government departments and state sponsored bodies. 
Polo and Frias (2010) observe that rural tourism specifically is even more complex, 
“considering the wide variety of companies, agents and resources to be jointly 
managed, the objectives of each participating company, but also the broader 
objectives relating to the development and conservation of resources in the rural 
tourist destination” (p.25). Table 1.4 illustrates the principal government, state 
sponsored and independent bodies which have a role to play in this regard. However, 
it must be recognised that there may be additional bodies involved depending upon 
the type of tourism business in question, for example, a business involved in catering 
services may be regulated by the Health and Safety Authority, Dept, of Health and 
Children, etc.
Figure 1.2 and table 1.4 illustrate the context of this study from two different 
perspectives and prove the complexity of the industry as observed by Polo and Frias 
(2010). The former shows the different levels of the principal contextual bodies and 
policies from those at a local to those at an international level, whilst the latter 
illustrates in more detail the local and national organisations involved (to various 
degrees) in the tourism industry.
Despite the plethora of organisations involved, the principal government department 
accountable for the development of the industry is the Department of Tourism, 
Culture and Sport. The department’s stated objective with regard to tourism is “to 
facilitate the continued development of an economic and environmentally sustainable 
and spatially balanced tourism sector, through formulating, monitoring and reviewing 
a range of supporting policies and programmes, particularly within the framework of 
the National Development Plan and North/South co-operation” (Tourism Policy 
Review Group, 2003, p. 17). The department’s strategies are implemented by state- 
sponsored bodies and executive agencies, principally Failte Ireland and Tourism 
Ireland on a national and international level, and regionally by five Regional Tourism 
Development Boards.
1 . 3 . 1  I n d u s t r y  s t r u c t u r e
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Failte Ireland, the national tourism development authority, is charged with providing 
strategic and practical support to develop and sustain Ireland as a high-quality and 
competitive tourist destination. Their stated role is to operate in partnership with 
tourism interests to support the industry in its efforts to be more competitive and more 
profitable and to help individual enterprises to enhance their performance. Their work 
consists of business support, enterprise development, training and education, 
research, marketing (Failte Ireland is charged with the domestic market, whilst 
Tourism Ireland markets internationally) and regional development. The five regional 
development boards were established by Failte Ireland as a result of restructuring 
which took place in 2006. The role of these boards includes visitor servicing 
activities, product development, operating tourism attractions and the marketing of 
the region. County Tourism Committees (C.T.C.s) represent tourism interests at 
county level, preparing county tourism plans and co-ordinating new product 
initiatives.
1.3.2 I r is h  t o u r is m  p o l ic y
Since the late 1980s government policy has undergone a number of iterations in 
response to shifting national and international conditions and the underlying 
organisational structures have evolved in accordance to these changes. As tourism has 
gained recognition as a major instrument of economic and social development, 
greater amounts of investment have been made by the government. Support became 
available from the EU during the 1990s which funded several significant tourism 
projects. The new millennium saw a shift in the prime policy objective from job 
creation to sustained foreign revenue earnings with a growing emphasis on 
sustainability, regional spread, cluster development and specialist niche market 
products.
A new strategy for Irish tourism 2003-2012 was drawn up as a result of the findings 
of the Tourism Policy Review (2003) which set down a number of ambitious tourism 
development targets to be achieved over the following decade, including the doubling 
of overseas visitor spend to €6 billion with an associated increase in visitor numbers 
from just under 6 million to 10 million, the increase in domestic holiday trips from 3 
million to 4.3 million, and the doubling of overseas promotable visitors staying at
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least one night in the BMW region. Failte Ireland’s tourism product development 
strategy 2007-2013 includes a number of specific developments and focuses in 
particular on the walking product, outdoor activities and encouraging the spatial 
spread of tourists into rural areas. Although the achievement of the targets described 
above appears to be increasingly unrealistic as a result of the current economic 
situation (see table 1.2), the growth of tourism remains a priority for the Irish 
government due to its potential with regard to economic recovery and development. 
Enterprise has a vital role to play in this, and a greater understanding of the 
constraints experienced by tourism entrepreneurs ensures a greater chance of success.
Ireland’s rapid economic decline has inspired the publication of a paper entitled 
“Fostering an Innovation Culture in Irish Tourism” (Failte Ireland 2009) which 
describes the nature of innovation in the sector, the barriers to innovation and the 
roles of government, the tourism agencies and industry bodies in promoting and 
maintaining a culture of innovation in tourism. This document states clearly that the 
precise nature of any supportive intervention needs to be further explored and refined. 
However, the range of services and supports provided by Failte Ireland has grown 
considerably since the inception of this research. The following list summarises the 
principal supports currently in place to help tourism enterprises:
Table 1.5 Failte Ireland enterprise supports
E-BIZ support •  Designed to improve enterprises’ web-based marketing
Business mentoring •  Providing one-to-one business advice to tourism enterprises
Online business 
diagnostics •  Interactive tools and practical info guides on topics including: business planning, cash flow, pricing, cost control
Tourism development 
networks •  Local networks focussing on particular tourism themes and products
Professional development •  Training programmes and workshops e.g. finance, marketing, HR, operations, on-line business, tour guiding
Business improvement 
and quality
•  ‘Optimus’ (fiiltc ireland’s business improvement service).
•  On-line facility for self-assessment and classification in the self- 
catering sector
Market positioning and 
facilitation
•  Publicity and trade familiarisation programme
•  National and international and consumer and trade shows and 
workshops to provide enterprises with opportunities to present their 
products to an international audience
Source: Failte Ireland operations plan, 2009
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Failte Ireland and other enterprise development authorities such as LEADER and 
county enterprise boards also offer a range of capital grant funding programmes to 
support tourism enterprise. Recent capital investment schemes include a tax incentive 
scheme aimed at increasing the capacity of the hotel sector; this scheme which has 
since been terminated has led to a significant (perhaps unsustainable) increase in hotel 
capacity. A Tourism Innovation Fund was launched in 2005 to encourage innovation 
and investment across a range of new products. This takes the form of grants for 
feasibility studies and specific expansionary business plans.
1.3.3 R e g i o n a l  c o n t e x t
The western region (which for the purposes of this research includes the counties of 
Clare, Donegal, Galway, Leitrim, Mayo, Roscommon and Sligo) forms the backdrop 
for this research.
Figure 1.3 The western region
The region comprises 37% of the land mass of the state, and had a population of 
762,335 in 2006 (Central Statistics Office (CSO), 2006) (18% of the national 
population), an increase of almost 16% from 1996. The region is predominantly rural, 
with 69% of the population living outside population centres of 1,500 persons. In fact 
the particular counties included are some of the most rural in the country. Despite 
overall population growth, many rural areas continue to experience population 
decline. Population can be closely related to employment and economic performance,
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both of which saw dramatic improvements in recent years under the ‘Celtic Tiger’ 
economy. It is important to note that both have since deteriorated as a result of the 
recession, and population levels, although accurate statistics are not yet available, will 
have declined in the region as a result of emigration and foreign nationals returning 
home as a result of decreasing employment opportunities
All of the counties of the western region have a lower average disposable income per 
person than the state average, with Donegal, Leitrim and Mayo less than 90% of the 
state average (CSO, 2005). These disparities were also highlighted in a report by the 
Combat Poverty Agency (CPA) that found that persons living in those three counties 
had the highest risk of consistent poverty, with all other counties in the region (except 
Galway) having a higher than average poverty risk (CPA, 2005). In addition to the 
obvious equity and social inclusion problem, these patterns also impact upon the local 
markets of small businesses operating within the region. The WDC (2003) argue that 
the disparities are made more apparent by the major gaps in employment 
opportunities, inward investment and transport and telecommunications infrastructure 
in the region. The economic underperformance of the region has been largely 
attributed to the decline in employment within the agriculture and traditional 
manufacturing sectors and the lack of suitable alternatives owing to a number of 
factors including the region’s geographic isolation and relatively poor infrastructure.
In the same way as development is uneven on a national scale, the western region also 
exhibits uneven patterns of growth and development internally. Larger towns and 
cities (Galway in particular) have grown quickly and profited significantly during the 
‘Celtic Tiger’ years. Galway city could, to some degree, be viewed as having a 
similar role in the western region to that of Dublin on a national scale. It is 
significantly larger than other towns in the region, it attracts the majority of 
investment, and many of the surrounding towns have grown rapidly in response to its 
growth. At the same time, other parts of the region, often the more remote or rural 
areas, have not been in a position to take advantage of these opportunities for growth 
in the same way. According to the WDC (2003) the spatial characteristics of the 
region, concentration of population in Galway/Clare and a predominantly rural/small 
town structure in the rest, means that intra-regional variation in enterprise and 
employment is considerable.
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Tourism in the western region
Tourism is centrally important in economic terms to the future of the western region, 
“in a regional future where the exodus from farming is set to continue and where 
competitive pressures on traditional indigenous manufacturing enterprises are 
intensifying, tourism is likely to gain in relative economic importance” (ITIC, 2006 
p.l). As an industry, tourism continues to possess the potential, not only to contribute 
to greater regional balance, but also to create new economic activity in rural areas. 
The WDC (1999) specifically recognises the existence of "significant untapped 
potential in many counties which to date are largely ignored by tourists" (p.42). 
However, an unbalanced spread of tourism growth has been increasingly recognised, 
with Dublin, the east and urban centres gaining most, and the performance in the 
other regions being mixed, especially along the western seaboard (NDP, 1999; 
O’Donoghue, 2005). Despite the aforementioned increase in interest in rural 
destinations, the parallel international trend towards shorter and more frequent breaks 
clearly favours more accessible urban destinations, and is largely responsible for this 
growing disparity in tourism business among the regions. Trends in overseas tourist 
numbers to each of the country’s seven administrative regions are shown in Table 1.6.
Table 1.6 Regions visited by overseas tourists 1999-2008
Regions 
visited % 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008
Dublin 50 54 56 56 58 61 63 64 61 63
Midlands/East 16 14 14 13 12 11 11 10 10 10
South East 22 27 20 19 19 19 17 17 17 15
South West 43 42 37 37 36 34 35 37 37 35
Shannon 29 26 24 22 22 22 20 23 20 19
West 34 32 29 27 27 27 28 28 27 26
North West 14 13 9 8 9 9 9 8 9 8
Average no. o f 
regions visited 
per tourist
2.08 2.08 1.89 1.82 1.83 1.83 1.83 1.87 1.81 1.76
Source: www.failteire and.ie
The data illustrates that Dublin has achieved the highest rate of growth over the time- 
period in the percentage of tourists that visited it. Also notable is the reduction in the 
average number of regions visited, indicating two trends, the first away from 
travelling around the country, and the second towards shorter breaks. The significant 
increase in the number of visitors on short city breaks has boosted the strong Dublin
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performance and limited this interregional travel. This pattern is echoed in the 
research of the Tourism Policy Review Group (2003), who identified that the lowest 
growth rates recorded were for the Shannon, the west and north-west regions. The 
trends in visitor numbers indicate that tourism performance since 1999 has tended to 
reinforce, rather than to correct, regional economic imbalances within the national 
economy.
1.3.4 T h e o r e t i c a l  c o n t e x t
Not having so far developed as an academic field in its own right, initial literature 
searches revealed this topic to be at an intersection between a number of fields of 
research. The principal fields were general business, tourism enterprise and rural 
tourism, however, figure 1.4 illustrates the many wider fields of research which 
contribute to the theoretical context.
Figure 1.4 Theoretical context
A growing amount of research has been documented in the areas of tourism 
development (Koh and Hatten, 2002), rural tourism (Lane, 2005) and general 
entrepreneurship (Welter and Lasch, 2008). However, cross referencing these areas 
presents limitations. Firstly, fragmentation exists within the research of each of these 
areas as a result of their breadth and lack of definition. Secondly, as noted in section
22
1.1.4, the use of general business models in the tourism context can be problematic as 
they can be too rigid for application in this heterogeneous and dynamic sector 
(Russell and Faulkner, 1999). There is clearly a need for a better understanding of this 
topic in order to inform researchers and policy makers, with the ultimate objective of 
developing a successful and sustainable rural tourism industry. But also there is also a 
need to understand that the failings of the literature are not due to simple 
shortcomings on the part of the academic community, but rather are structural issues 
facing the sector, issues associated with how academics and policy makers can 
understand the sector, in order to better meet its needs and further its development. It 
is perhaps this that is the real research question of this thesis. The following section 
will outline how this thesis will address this need.
1.4 THESIS STRUCTURE
Figure 1.5 graphically illustrates the structure of the thesis, which is divided into 
seven chapters. As can be observed, the extensive literature review defines the two 
principal categories of constraints (internal and external) which give structure to the 
remainder of the document.
Figure 1.5 Structure of the thesis
Introduction (chapter 1)
1
Literature review (chapter 2): Rural tourism enterprise 
*
Literature review (chapter 3):
Development constraints (internal and external factors)
MethodolojP (Chapter 4)
*
Findings
Internal constraints (chapter 5) | External constraints (chapter 6)
- I -
Conclusion (chapter 7)
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Chapters two and three survey the literature in two stages. The first (chapter two), 
reviews existing literature on entrepreneurship and rural tourism, and provides a 
backdrop for the following chapter. Despite the recognition of entrepreneurship as an 
important element of the tourism industry, a dearth of literature in this specific area is 
clearly evident. As a result, the subject matter has been segmented into several 
themes or subject areas which include rural tourism, enterprise and entrepreneurship. 
In particular, the literature search has attempted to locate evidence which traverses 
two or more of these themes. Chapter two firstly examines the concept of rural 
tourism, followed by a discussion of the definition of enterprise and entrepreneurship, 
its significance and relationship with rural tourism. The following section provides an 
examination and critique of existing theoretical frameworks relating to this topic. The 
chapter concludes with the presentation of the first stage of a theoretical framework, 
which brings together the key themes emerging from the literature, and has several 
functions. Firstly, it provides structure to the remainder of the thesis; secondly, it 
provides a framework by which comparisons can be made between findings and 
international literature; and finally, it builds on previous theory in this area by 
initiating the process of developing a new model which can be used to assess the 
constraints on the development of rural tourism enterprise.
Chapter three consequently examines the literature documenting the constraints 
experienced by tourism enterprises. This chapter implements the emerging theoretical 
framework presented at the end of chapter two to successively examine the variables 
relating to the internal and the external constraints. The significance of individual 
variables and the relationships between them will start to become apparent, thus 
contributing to the final theoretical framework. The findings of this literature review 
will also contribute to the design of the quantitative element of the empirical research 
and facilitate comparison and discussion of the overall research findings.
Chapter four describes the theoretical and practical aspects of the chosen research 
design and research methods. As described by Strauss and Corbin (1996) a 
methodology is “a way of thinking about and studying social reality" (p.3). In 
accordance with this definition, this chapter resolves to illustrate and explain the
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approaches and methods by which this study has been implemented. An account is 
firstly presented of the evolution of the methodological approach used in this study 
and the reasons why this approach has been adopted for the purposes of fulfilling the 
research objectives. The sampling, data collection and analysis employed during the 
qualitative and quantitative elements of the research are described in turn. The 
chapter concludes with an examination of the ethical issues and limitations of the 
study.
Chapters five and six present and analyse the findings obtained through primary 
research within the context of the existing theory examined in the literature review. 
The first stage of the theoretical framework, illustrated at the end of chapter two, 
provides a structure by which the findings are presented and discussed. The 
framework divides the sources of constraints into two categories (internal and 
external) which are each represented by these two chapters. Chapter five is divided 
into three main sections. The first two describe the characteristics and potential 
constraining factors associated with the enterprise (i.e. human resources, marketing 
and enterprise size) and the entrepreneur (i.e. motivation and education, training and 
experience). The final section briefly examines the potential impacts of the 
entrepreneur and enterprise profile on the constraints discussed within the chapter. 
Chapter six focuses on the external constraints. Interviews revealed that from the 
perspective of the entrepreneurs themselves this is the category in which most of the 
constraints on their businesses’ development lie. The themes which will be examined 
include access/infrastructure, demand and seasonality, cost of operations, support, 
complementary tourism product and location. The chapter concludes with an 
examination of the impacts of the entrepreneurial and enterprise profile on the 
external constraints.
Finally, Chapter seven concludes the research by reviewing the key issues that have 
emerged throughout the thesis with regard to the constraints experienced by tourism 
enterprises. The chapter emphasises the significance of the theoretical contribution of 
this research in terms of building on existing theoretical understanding and cultivating 
new theory that assists the identification and consequent alleviation of the ongoing 
constraints facing tourism entrepreneurs. The achievement of each of the objectives 
set down at the beginning of this thesis is discussed. A new and fully developed
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theoretical framework which emerged from that in chapter two is presented and 
discussed. A profile of enterprises and entrepreneurs of the western region follows, 
providing a foundation for the subsequent discussion of the principal findings of the 
thesis. The chapter concludes with a challenge to researchers to expand upon the 
study, and recommendations are offered with regard to further study in this important 
area.
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CHAPTER 2:
RURAL TOURISM ENTERPRISE
2.1 INTRODUCTION
The rationale for embarking upon a comprehensive literature review in 
entrepreneurship research has been advocated by Gartner (1989), “entrepreneurship 
researchers cannot make important contributions to the field unless they already know 
what has already been contributed. Good scholarship in entrepreneurship requires that 
each be consciously connected to previous work done in the field. A working 
knowledge of the field sharpens ideas and can lead to new insights via more focused 
studies” (p.28). The literature review has been divided into two chapters, each with a 
separate role. The literature which defines and describes the characteristics of rural 
tourism and enterprise and presents existing theoretical frameworks will be reviewed 
in this chapter in order to provide a context for the following chapter, which discusses 
the variables which may constrain tourism enterprise development. The following 
sections will examine the theoretical contributions with regard to rural tourism and its 
impact on the rural economy, defining the enterprise, the significance of 
entrepreneurship in the tourism context and existing theoretical frameworks. The 
complexity and lack of concurrence within the literature reveals several important 
questions which impact upon this study. The chapter will conclude with the 
presentation and discussion of the first stage of an emerging framework which 
provides a structure for the following chapters and begins the process of building a 
theoretical framework. When fully developed later in the thesis, this framework will 
show the relationships between the principal variables and contribute to existing 
theory in this field.
2 7
2.2 RURAL TOURISM
Tourism is a complex industry whose boundaries are difficult to identify. Smith 
(1998) examines the various debates surrounding its definition and concludes by 
broadly identifying the tourism industry as “those firms that produce tourism 
commodities consumed by visitors in the course of a tourism experience” (p.34). 
These ‘commodities’ include internal transportation, accommodation, food services, 
attractions, activities and travel trade services. One of the central debates relevant to 
this thesis is the degree to which firms are dependent on tourists as opposed to a local 
market. For this reason, pubs, restaurants and other catering facilities have been 
omitted from the research sample in order to ensure that this thesis is focused purely 
on tourism driven enterprises. The enterprises included in the sample are hotels, self 
catering accommodation providers, hostels, campsites, caravan parks, transport 
providers, tour operators, visitor attractions, activity providers, museums, galleries, 
B&Bs and guesthouses. Due to the research population chosen the findings of the 
thesis will be specific to the tourism industry.
Table 2.1 Characteristics o f urban/resort tourism versus rural tourism
Urban/rcsort tourism Rural tourism
Little open space Much open space
Settlements over 10,000 Settlements under 10,000
Densely populated Sparsely populated
Built environment Natural environment
Many indoor activities Many outdoor activities
Infrastructure - intensive Infrastructure - weak
Strong entertainment/retail base Strong individual activity base
Large establishments Small establishments
Nationally/internationally owned firms Locally owned businesses
Much full-time involvement in tourism Much part-time involvement in tourism
No farm/forestry involvement Some farm/forestry involvement
Tourism interests self supporting Tourism supports other interests
Workers may live far from the workplace Workers often live close to workplace
Rarely influenced by seasonal factors Often influenced by seasonal factors
Many guests Few quests
Guest relationships anonymous Guest relationships personal
Professional management Amateur management
Cosmopolitan in atmosphere Local in atmosphere
Many modem buildings Many older buildings
Development/growth ethic Conservation/limits to growth ethic
General in appeal Specialist appeal
Broad marketing operation Niche marketing
Source: adapted from Lane (1994, p.15)
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It is also important to define the sub category of rural tourism to facilitate analysis of 
the core concepts involved, however according to Polo and Frias (2010) “neither rural 
areas nor rural tourism are clearly defined” (p.26). Most literature on the subject of 
rural tourism indicates a number of problems with its definition. Lane (1994), one of 
the principle authors in this area, proposed two theories with a view to resolving such 
problems. The first involved the listing of the characteristics of ‘pure’ rural tourism as 
being the opposite of those of urban/resort tourism (see table 2.1).
In reality it must be recognised that the characteristics of these two tourism sub­
sectors are not as clear cut as the table indicates. Urban or resort-based tourism, 
especially in Ireland, is not confined to urban areas, but spills out into rural areas, 
which themselves are difficult to define. Lane (1994) observes that the reverse is true 
for rural tourism in that not all tourism which takes place in rural areas is strictly 
‘rural’ -  it can be ‘urban’ in form, and merely be located in a rural area, such as 
holiday villages. Tourism can also be an urbanising influence on rural areas, 
encouraging cultural and economic change, and new construction. The distinction 
between urban and rural is increasingly blurred by suburbanisation, long distance 
commuting and second-home development. Due to such issues it may be deemed 
more practical to observe Lane’s (1994) second proposal of a ‘continuum concept’ 
whereby “rural communities can be assessed on a sliding scale with sparsely 
populated remote wilderness as one end of a polar typology” (p. 12). Due to the 
complexity of this issue and the shifting dynamics of contemporary rurality a broad 
definition of the concept will be observed for the purposes of this study such as that 
of Komppula (2007) who proposes that “rural tourism typically refers to tourism 
outside densely populated areas and tourism centres” (p. 123). Owing to the largely 
rural nature of Ireland’s western region (with the exception of Galway city) such a 
definition allows for the inclusion of almost all tourism activity within the region.
2.2.1 T o u r is m  a n d  t h e  r u r a l  e c o n o m y
Rural areas in developed economies are changing rapidly and are increasingly 
exposed to global markets and competition (Ward and Lowe, 2004; Garrod et al,
2006). This is manifested by the declining role of the agrarian economy and 
consequential population decline. As a result of this decline “rural service provision 
has diminished: shops, schools, churches, professional services and transport facilities
29
have all declined in numbers and in underlying vitality. Typically, rural populations 
have aged and become fewer in total, many small towns and villages now struggle to 
retain their viability” (Lane, 1994, p.7). The population of Ireland’s western region 
has actually shown a gradual growth up to the last census, carried out in 2006. 
However, WDC (2006) recognise that this is as a product of significant national 
population growth and highlight the fact that the percentage of the state’s population 
located in the region has in fact reduced, further emphasising the need for a more 
geographically balanced approach to national economic development.
These problems exist in the rural regions of developed countries worldwide. Each 
country has dealt with these challenges in its own way, for example Long and Lane 
(2000) document the search for agricultural alternatives in the US “some rural 
communities are actively seeking non-traditional industries such as prisons, nuclear 
waste sites and gambling, in an effort to stimulate their economy” (p.300). However, 
authors have recognised that rural areas are considered by authorities to be largely 
inappropriate for the development of many such alternative industries as a result of 
their peripherality, isolation, fragility, scarcity of resources, limited labour force and 
transportation costs. With regard to the fragility of rural areas, nature and landscape 
conservation is increasingly regarded as important by all stakeholders. The natural 
environment, historic buildings and ‘traditional’ rural societies are receiving more 
attention in this respect thus creating a need for a more appropriate industry such as 
tourism. The process of rural development and restructuring has increasingly 
involved the encouragement of tourism as a potential lifeline. Irvine and Anderson
(2004) go so far as to say that for peripheral and geographically isolated rural 
locations tourism is likely to be the only growth industry.
Contemporary literature provides increasing evidence of the adoption of tourism as a 
potential vehicle for economic and social regeneration (Briedenhann and Wickens, 
2004; Irvine and Anderson, 2004; Garrod et al, 2006; Cawley and Gillmor, 2008). It 
has particularly been recognised as a means of diversification for farmers who have 
experienced declining incomes in recent years. According to DEFRA (2004) 56% of 
all full time English farmers have already diversified, many into tourism-related 
activities, earning them over €100 million annually. According to Nilsson et al (2005) 
“interest arises from both the perspective o f the growing tourism demand for rural
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and marginal areas, due to their significant natural environments and/or remoteness, 
and the more pragmatic political-economic agenda as a solution to changing 
employment conditions, endorsed by regional policies that have defended community 
wishes to remain where they are” (p.581). Focussing on the political-economic 
agenda, Long and Lane (2000) suggest that tourism has a number of positive 
attractions for rural regions “it can provide organic, low capital economic growth in 
locally owned businesses. It can provide ‘pluri-activity’, a situation where individuals 
and family units live from several jobs rather than just one, giving variety and 
reducing risk” (p.303). The economic benefits of rural tourism activity are obvious in 
terms of revenue and employment for communities that may have previously 
depended on agriculture. However, tourism also has a role in the conservation and 
preservation of both the cultural and environmental heritage of the countryside by 
making it economically advantageous to maintain its existing qualities as what 
Garrod et al (2006) refer to as ‘countryside capital’.
2 .2 .2  T r e n d s  in  r u r a l  t o u r is m
Rural tourism has been recognised by many contemporary authors as a potential 
growth industry within the industrialised world. The first reason for the increased 
interest in the development of rural tourism is associated with the growing tourism 
demand for rural and marginal areas, due to their significant natural environments 
and/or remoteness (Nilsson et al, 2005; Cawley and Gillmor, 2008; Irvine and 
Anderson, 2008). Long and Lane (2000) recognise four important trends contributing 
in this respect. Firstly, the trend among tourists away from traditional resort 
destinations into small towns and villages to become truly rural (Knudson, 1984; 
Bramwell, 1990), and the shift towards what Plog (1974) terms the ‘allocentric’ 
traveller. Secondly, technology has enabled a transformation with regard to 
accessibility in rural areas, including the spread of car ownership and availability of 
car hire, which allows visitation far beyond destinations served by airlines and public 
transport providers. Thirdly, the acceptance by development authorities of tourism as 
a means of diversifying rural economies as the rural landscape evolves. Finally, but 
perhaps most significant in terms of economic viability, is the emergence of new rural 
tourism market opportunities occurring as a result of changes in society, including 
higher levels of disposable income, improved lifestyles, increases in health 
awareness, car ownership and second holiday/weekend break markets (Alexander and
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McKenna, 1998). These changes are further illustrated by Poon’s comprehensive 
model (1997) of the ‘new tourist’ illustrated in figure 2.1.
Figure 2.1 The 'new tourist'
Source: Adapted from Poon (1997, p.52)
Although Poon’s work is already 13 years old the changes it identifies are still 
happening, justifying its relevance in today’s industry. The characteristics of the ‘new 
tourist’ present an opportunity for the further development of rural tourism. That is, 
these characteristics represent needs which correspond to the potential benefits 
offered by rural tourism. Indeed the trends observed in tourism indicate potential 
increased demand for small-scale, nature-related and rural tourism (Lordkipanidze et 
al, 2005). According to Irvine and Anderson (2004), tourists are increasingly attracted 
by a subjective interpretation of the ‘otherness’ of rural places. Rurality reflects a 
lifestyle, a set of values and an environment desirable for its ‘difference’, relative 
isolation and pace of living (Long and Lane, 2000), as well as for its special aesthetic
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qualities and even its spirituality (Oliver and Jenkins, 2005). As stated by Hopkins 
(1998), ‘rural culture’ is a key commodity of many rural destinations.
International rural destinations have had variable success rates in the development of 
rural tourism, and there is very little data separating rural and urban tourism in Ireland 
apart from the regional statistics made available by Fâilte Ireland. As discussed in 
section 1.3.3, although there has been overall growth in tourism numbers in all 
regions in the decade up to 2008, Dublin city has experienced much faster growth 
than the rural regions, with the result that the west’s percentage of the market has 
actually decreased. Nevertheless, taking into account the number of tourists and bed- 
nights recorded in the western region and the broad definition of rural tourism 
discussed previously, it can be concluded that tourism activity in the region has 
increased in this period. The recent worldwide economic recession appears to have 
had a relatively equal negative effect on all sectors of the Irish tourism industry 
according to Fâilte Ireland’s most recent tourism Barometer (2009). Nevertheless, one 
cannot doubt the potential of rural tourism for economic and social development. 
However, thus far progress in this area has been limited. Product development and 
marketing must be focussed on the needs of these new tourists and protecting the 
environmental and socio-cultural characteristics that tourists are attracted by in order 
to be successful. If  tourism is to be used as a means to help achieve socioeconomic 
growth, development, revitalisation and or diversification, then increasing the supply 
of tourism entrepreneurs is also paramount in the long run.
2.3 TOURISM ENTERPRISE AND ENTREPRENEURSHIP
Literature within this field generally tends to include several definitions of enterprise 
and entrepreneurship and usually a debate with regard to the most appropriate. 
According to Mason (2000), enterprise involves measures to encourage individuals to 
become entrepreneurs and equip them with the necessary skills to make a business 
successful. Timmons (1994) defines entrepreneurship (the activity which leads to the 
creation of an enterprise) as creating and building something of value from practically 
nothing. Morrison et al (1999) believe it is “the process of creating or seizing an
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opportunity, and pursuing it regardless of the resources currently personally 
controlled” (p. 10). The authors also highlight the uncertainty surrounding the issue, 
identifying that debate on the definition tends to focus on four key questions which 
ask whether entrepreneurs are: purely agents central to economic development?; a 
breed of individuals which are bom, not made?; formed by exposure to social 
influence?; or a combination of economic agent, bom and made? However, these 
questions are based upon the origin of the entrepreneur rather than their behaviour.
A later review o f the literature carried out by Morrison (2006) revealed that 
entrepreneurial behaviour focuses on facets such as innovation, opportunity 
exploitation and realisation, risk acceptance, new market creation, growth and profit 
motivations and strategic management. However, it is also acknowledged that there 
are no objective benchmarks of what represents entrepreneurial activity. Mochrie et al 
(2006) concluded that entrepreneurship relates specifically to those situations in 
which business owners seek to transform their business so that it undergoes a period 
of sustained growth, however, many other authors point to more subjective 
definitions which do not necessarily include growth. Due to the lack of a universally 
accepted definition, Homaday (1990) suggested that the entrepreneurial concept be 
dropped from business research because of the difficulty in operationalising the word 
‘entrepreneur1. This suggestion seems a little extreme; nevertheless, it is not without 
foundation since there are many factors which complicate the definition of this term. 
The remainder of section 2.3 will discuss the challenge of distinguishing enterprise 
from small business, examine entrepreneurial behaviour, motivation and success in 
the tourism industry and present the possibility of a definitional evolution. It is only 
when these factors have been considered that it will be possible to clarify the 
definition to be adhered to within this thesis.
2 .3 .1  D is t in g u is h in g  e n t e r p r is e  f r o m  s m a l l  b u s in e s s
Literature tends to focus on the individual (i.e. the entrepreneur or the small business 
owner) rather than the entity (i.e. the enterprise or the small business). A question 
which emerges frequently from analysis of this literature asks whether 
entrepreneurship has the same meaning as small business ownership. Authors vary 
considerably between those offering a very narrow and specific definition of
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entrepreneurship and those offering a broader definition which encompasses all small 
business owner/managers. Representing the former, Carland et al (1984) distinguish 
the entrepreneur from the small business owner. In their judgement the principal 
purpose of the entrepreneur is profit and growth, whereas that of the small business 
owner is furthering personal goals and is closely linked with personality and family 
needs and desires. The casual linkage of ‘small business’ with ‘entrepreneurship’ is 
warned against by Bolton and Thompson (2003). However, Barrow (1998), 
representing the view of the majority of authors, agrees that the borderline between 
the two terms is not clear cut. According to Blackburn and Smallbone (2008), the 
boundary between entrepreneurship and small business is a particularly ‘fuzzy’ one. 
Taking a broad perspective, Bogenhold (2004) proposes that “the most conventional 
practice is to translate entrepreneurship to mean self-employment” (p.3). However, 
other authors propose a continuum or sliding scale existing between these two 
stances, with a small number of authors positioning themselves towards the 
‘extraordinary’ pole, a larger number claiming the opposite view, and the dominant 
group recognising both viewpoints and placing themselves somewhere along the 
scale. Burch (1986) developed such a model of a continuum between the entrepreneur 
as an extraordinary individual,1 and at the opposite pole, as simply the owner of a 
small business. This model developed as part of an attempt to profile the 
entrepreneur, examines the behavioural differences between entrepreneurs and non­
entrepreneurs.
An analysis by Blackburn and Smallbone (2008) of the relevant literature in fact 
reveals that “a focus on entrepreneurship, narrowly defined in terms of new venture 
creation and/or growth in existing business, has grown out of small business 
research” (p.268). This ‘growth’ was particularly noted within literature during the 
1990’s during which there was an increasing reference to entrepreneurship. However, 
Blackburn and Smallbone (2008) identify that small business remains a more popular 
research focus than entrepreneurship and conclude by observing that “research in 
general has tended to be inclusive in terms of small business and entrepreneurship 
rather than emphasising the distinctiveness between them” (p.273). This justifies the 
use of both ‘enterprise’ and ‘small business’ based literature and the use of either or 
both terms within the thesis.
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According to Morrison (2006), the tourism industry has traditionally exhibited a low 
degree of entrepreneurial behaviour. “While in the last decade small pockets of 
intensive entrepreneurial activity have been witnessed in, for example, internet 
enabled travel booking agencies and budget airlines, this is not reflective of the sector 
as a whole. Internationally the tourism industry continues to typically lack 
entrepreneurial dynamism in comparison to other sectors” (Morrison, 2006, p. 192). 
The author gives examples of well known, radically innovative entrepreneurs in the 
industry including Walt Disney, Conrad Hilton, Thomas Cook, Richard Branson and 
Stelios Haji-Ioannou highlighting the fact that so few examples exist. However, 
placing these examples in context, do we really want to encourage the development of 
‘Disneyland Connemara’ or the ‘Inisowen Hilton’? Or if we did, would it be 
economically feasible? It must be recognised that the real innovators within this 
context are the small scale tourism entrepreneurs.
2 .3 .2  A r e  t o u r is m  e n t e r p r is e s  d if f e r e n t ?
With regard to enterprise type, two principal stances are apparent within the literature. 
Authors representing the first stance believe constraints experienced by tourism 
entrepreneurs to be similar to those faced by enterprises in other industry sectors. 
Fuller et al (2004), for example, studying ecotourism and indigenous micro-enterprise 
formation in Northern Australia, identified that differences in the constraints 
experienced are more to do with the remoteness of the location rather than the sector 
within which the business operates. According to Ateljevic (2007), “tourism related 
literature tends to concur with findings of the wider small business literature in 
identifying key constraints on performance” (p.308).
However, further examination of the literature revealed a greater number of authors 
who found that the tourism sector had a different profile of development constraints 
than other industries. Those adopting the latter stance propose that due to the many 
unique characteristics of the tourism sector (i.e. seasonality, intangibility, complexity, 
perishability and interdependence) many of the constraints experienced are 
incomparable to other business disciplines. Shaw and Williams (2004) argue that the 
small-scale entrepreneur in tourism is somewhat different from those in other 
economic sectors. In particular, they emphasise the importance of lifestyle motives 
within tourism entrepreneurship as being a significant feature of small firms in this
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sector. Boer’s (1999) study which analyses the failure of small firms by industry, age 
and by region concluded that “the tourism and hospitality industries had a 
consistently high bankruptcy rate” (p.43) and that firms within this sector with a 
lifespan of above five years are in a minority. A report by Stoy Hayward (1996, cited 
in Morrison et al, 1999) investigated the reasons for business failure and found that 
the hotel and catering sector had a different profile of grounds for business failure 
than other industries. For business in general the most frequent reason for failure 
identified by Stoy Hayward (1996, ibid) was undercapitalisation, particularly 
significant in industries such as construction and manufacturing. In the hotel and 
catering sector however, operations and management issues were also identified as 
primary causes of failure in over half of the businesses studied. This reflects the fact 
that these businesses are difficult to control. Since the entrepreneur is often physically 
involved in the business enterprise, problems can easily result in fatigue and the 
neglect of management issues.
Reichel and Haber (2004) propose that the various subsectors of the tourism industry 
should also be analysed separately with regard to their business performance, 
criticising previous studies which neglected to consider the unique characteristics of 
various sectors within the industry. Boer’s (1999) examination of hotels and 
restaurants revealed that “hotels have a tendency to be more capital intensive... and 
have a tendency to be reliant on seasonal demand from transient customers who have 
a wide variety of alternative options” (p.53). His study, however, appears to 
concentrate on the reasons why the hotel and catering industries have different 
reasons for failure and does not fully describe the actual constraints experienced or 
how they differ.
It may be concluded that in most instances there are constraints which are common to 
all types of business, especially if they are subject to similar locational and economic 
conditions. However, it must be recognised that due to the many unique 
characteristics of the tourism sector, it is certainly plausible that some of the 
constraints experienced may be unique.
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Evidence provided by recent literature reveals that entrepreneurial behaviour in the 
industry is closely linked with motivation. According to Morrison (2006), potential 
tourism entrepreneurs assess the feasibility and desirability of investing using criteria 
such as:
• “economic feasibility of combining domestic and commercial domains
• aesthetic appeal of a particular geographic location
• compatibility with an aspired lifestyle
• potential for psychological gratification through the likes of hosting and 
visitor satisfaction
• fulfilment of social and moral obligations such as sustaining the natural 
environment or adding value to local communities” (p.200)
Although economic motives feature among Morrison’s criteria, they are secondary to 
a number of lifestyle related motives. In a study carried out amongst entrepreneurs 
providing tourist accommodation, Andrews et al (2001) offer further specific 
examples of lifestyle motives. These include: a desire to meet people and act in a host 
capacity while still maintaining a somewhat unencumbered lifestyle; an aspiration to 
inhabit a place of natural scenic beauty; a wish to inhabit an accommodation and/or 
location that might be beyond the means of the proprietors assets and income; the 
rejection of modem urban living while having built up sufficient assets/capital to 
move to a peripheral location without significant debt burden; and an objective to 
operate a commercial concern, which does not demand twelve month attention but 
benefits from the effects of seasonality.
Regardless of lifestyle related motives, success is usually measured by governments 
using the traditional management paradigm which values employment and economic 
growth (Morrison and Teixeira, 2002; Mochrie et al, 2006; Ateljevic, 2007)). 
Mochrie et al (2006) propose that successful entrepreneurial businesses are those 
which attract the interest of governments and other social partners, thus indicating 
that those without growth motivation do not interest governments. Getz and Petersen
(2005) also identify that growth and profit-oriented entrepreneurs are highly valued, 
“From the perspective of economic development and tourism industry 
competitiveness, a typical goal is to attract and cultivate businesses that can compete, 
grow, and create jobs. In this policy context not all entrepreneurs are equal” (pp.219-
2 .3 .3  M o t iv a t io n  a n d  e n t r e p r e n e u r ia l  ‘s u c c e s s ’
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220). The theory suggests that there will likely always be an emphasis on growth and 
job creation in economic development programs, even though this tends to 
undervalue the majority of tourism-related businesses that remain small. Figure 2.2 
summarises very simply the traditional view of the process of economic development.
Figure 2.2 Traditional economic development
Enterprise 
(growth & 
profit oriented)
Money
Jobs
Economic
development
In practice economic development is not as simple as figure 2.2 may suggest, 
especially in the dynamic and heterogeneous tourism sector (Russell and Faulkner, 
1999). There are many factors which affect each of the variables included in the 
model. One of the most significant factors is the motivation of the entrepreneur. The 
phenomenon of lifestyle entrepreneurship has both negative and positive implications 
with regard to economic development. The negative impacts are discussed as 
potential constraints on the development of tourism enterprise in section 3.2.2. but 
what contribution can lifestyle entrepreneurs offer?
Although it may be identified that lifestyle entrepreneurs are not generally profit or 
growth motivated, evidence suggests that they have the potential to achieve all of the 
positive impacts of tourism entrepreneurship. Table 2.2 summarises how, according 
to the relevant literature, lifestyle entrepreneurs achieve each of these positive 
impacts. The table also illustrates how, albeit in a more complex manner than the 
model shown in figure 2.2, lifestyle entrepreneurs in the tourism industry can 
contribute to the achievement of national economic development objectives.
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Table 2.2 Positive impacts of lifestyle entrepreneurship
Tourism
product
- retain ‘smallness’ is the key to sustaining 
competitive advantage (Morrison & Teixeira, 
2004)
- capturing more ‘niche’ market opportunities 
(Ateljevic & Doome, 2001)
- values often correspond to those of 
consumer groups (Ateljevic & Doome, 2001)
Innovation and 
impact on 
bigger 
business
- innovative business ideas reproduced 
elsewhere by more economically focussed 
(Ateljevic & Doome, 2001)
Social impact - employment (Morrison, 2002 & 2006; Getz 
& Petersen, 2005).
- providing services for local people, 
decreasing migration, enabling the sustenance 
o f natural environments, crafts and traditions 
& adding value to the community as a whole. 
(Morrison, 2002 & 2006; Burnett & Danson, 
2004; Getz & Petersen, 2005; Komppula, 
2007)
Environmental
impact
- micro and smaller businesses are more 
feasible and appropriate for rural/ 
environmentally fragile areas (Getz & 
Petersen, 2005)
‘Local’
economic
impact
- money tends to stay in the local economy 
(Getz & Petersen, 2005)
Rural
peripheral
locations
- increased number of entrepreneurs willing to 
invest in rural locations (Hall & Rusher, 2004; 
Morrison et al, 1999; Getz & Petersen, 2005; 
Countryside Agency, 2003)
- localities offering quality o f lifestyle 
advantages can boost business formation rates 
(Stone & Stubbs, 2007)
More tourists
Better product
Spatial/ regional 
balance
Environmental
sensitivity
Rural
development
Differentiation
Competitiveness,
Evidence suggests that this phenomenon has the potential to significantly increase the 
number of potential entrepreneurs willing to invest in rural locations. Hall and Rusher 
(2004) consider these lifestyle entrepreneurs to be responsible for the growth of the 
B&B sector in New Zealand, where the respondents of their study felt that the risks 
and responsibility of operating a B&B were worth the perceived gains in lifestyle. 
Although lifestyle motives have been documented over the last 30 years, the last 
decade has seen authors recognise the full extent of this phenomenon, many of whom 
state that the majority of small rural tourism enterprises can be termed lifestyle 
businesses (Morrison et al, 1999; Hollick and Braun, 2005; Lynch, 2005; Morrison et 
al, 2008). If such motives are as prevalent as contemporary tourism literature 
suggests, this phenomenon may have significant implications for tourism
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development in Ireland’s western region. As well as contributing to the number of 
businesses, research has identified that these ‘lifestyle entrepreneurs’ are succeeding 
in capturing more ‘niche’ market opportunities “for consumer groups seeking the 
opportunity to engage in products articulating corresponding values” (Ateljevic and 
Doome, 2001, p.379). Morrison and Teixeira (2004) propose that retaining 
‘smallness’ is the key to sustaining competitive advantage. According to Peters and 
Buhalis (2004), the family orientation of enterprises can bring about a number of 
competitive advantages. These include effective stakeholder relationships, niche 
market advantages, market and labour flexibility and market credibility.
Most of the research on this phenomenon tends to be in the tourism field, with a 
number of authors also documenting its existence in small scale agriculture. Lockyer 
and Morrison (1999) refer to the consistently solid appeal of the tourism industry to 
those individuals seeking to combine domestic and commercial activity and recognise 
this as a unique and positive characteristic of the sector. Evidence also shows a 
blurring of the boundaries between production and consumption, for example, 
Williams et al (1989) saw in the case of Cornwall in England that many of the 
entrepreneurs were former tourists who had made repeated visits to the destination 
before opting to run a small business there.
2 .3 .4  D e f in it io n a l  e v o l u t io n ?
The existence of non-economically motivated entrepreneurs has significant 
implications with regard to the definition of entrepreneurship within the context of 
tourism. If this phenomenon is as wide spread as many authors believe, then it must 
be asked if the subjects of this study really are entrepreneurs. Observing the 
traditional narrow economic definition, Morrison (2006) recognises that “the extent to 
which small family tourism businesses represent a manifestation of entrepreneurship 
could be an issue for debate” (p. 193). However, after examining each side of the 
‘debate’, she later concludes that “small family tourism businesses do represent a 
manifestation of entrepreneurship as a broadly conceived term, albeit an alternative 
interpretation” (pp.204-205). Koh and Hatten (2002) broadly define the tourism 
entrepreneur to include alternative motivations as “a creator of a touristic enterprise 
motivated by monetary and/or non-monetary reasons to pursue a perceived market 
opportunity legally, marginally or illegally” (p.25). They identify nine types of
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tourism entrepreneur and caution tourism researchers not to generalise any 
demographic, psychographic or behavioural findings of one type to all types.
Table 2.3 Entrepreneur guises
Guise Description Example
Copreneur 
(McKay, 2001; 
Smith, 2000)
Marital and business partners 
managing work and family 
responsibilities more effectively
Husband and wife contribute 
complementary skills and resources to 
the management o f a winery visitor 
attraction
Ethnic
(Ram et al, 2000; 
Collins, 2002; 
Basu, 2004)
Entrepreneurs drawn from ethnic 
minority groups often operating in 
ethnic niche markets
Chinese, Greek, Italian restaurants in 
Europe, Australia and North America
Family 
(Cromie et al, 
1999; Carter et al, 
2002)
Meshing together social and business 
systems
Multi-generations servicing the tourism 
market as a means of generating family 
employment to maintain the family unit
Female 
(Hurley, 1999; 
Collins, 2002; 
Brindley, 2005)
Using business as a vehicle for 
greater flexibility in managing family 
responsibilities
Homestay accommodation that enables 
the combination o f commercial, 
domestic and child-caring 
responsibilities
Intrapreneur 
(Carrier, 1990; 
Antoncic & 
Hisrich, 2001)
A family member, other than the 
founding entrepreneur adopts and 
applies entrepreneurial characteristics 
within the existing business
Second generation family member 
working within a traditional hotel 
adopts a business reengineering strategy 
transforming it into serviced 
accommodation
Lifestyle 
(Kuratko & 
Hodgetts, 1998; 
Andrews et al, 
2001)
Primaty concern is to provide a 
sufficient and comfortable living to 
maintain a selected way o f life
A ski instructor operates the business 
for a four-month season to earn enough 
to live all year round in a mountain 
retreat
Micro
(Lynch, 1999; 
Greenbank, 2000)
Employing less than ten persons 
deliberately constraining size
Extension of a family home to offer 
B&B accommodation
Portfolio 
(Carter, 2001; 
Morrison & 
teixeira, 2002)
Concurrently own more than one 
business that may bring additional 
benefits for the entrepreneur and 
enterprise
Farm diversification into tourism related 
businesses such as accommodation and 
activity
Serial
(Day, 2000; Carter, 
2001)
Entrepreneur will own a consecutive 
series o f businesses with entry and 
exit coinciding with market 
opportunities
With ICT redefining travel marketing a 
traditional high street retailer may move 
into travel consultancy, then a dot.com 
business
Social (Smallbone 
et al, 2001; Shaw 
et al. 2002)
Entrepreneur combines commercial 
skills with social aims and objectives
Rurally located tour guides that are 
primarily concerned with environmental 
preservation and community values
Source: Adapted from Morrison, 2006, p. 198
Following a comprehensive review of literature documenting the categorisation of 
entrepreneurs, Morrison (2006) summarised what she termed the ‘entrepreneurial 
guises’ which were identified within the literature. The table (table 2.3) not only 
offers a description of each ‘guise’, but a tourism industry example in each case. 
Morrison’s compilation of ‘entrepreneur guises’ represents one of the most
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comprehensive typologies within the academic field of tourism. It highlights the 
heterogeneity of tourism entrepreneurs and supports the idea of a definitional 
evolution.
In their research carried out in 1984, Carland et al distinguish the entrepreneur from 
the small business owner, stating that the principal purpose of the entrepreneur is 
profit and growth, whereas that of the small business owner is furthering personal 
goals and is closely linked with personality and family needs and desires. However, 
fourteen years later Carland and Carland (1998) appear to contradict this conclusion 
by defining an entrepreneur as “an individual who pursues the creation, growth or 
expansion of a process, business venture or procedure, which can lead to the 
realisation of that individual’s dream” (p.36). This later definition appears to include 
a broader spectrum of individuals since a ‘dream’ may include profit or lifestyle 
driven objectives. An appreciation of this ‘evolution’ will assist in the analysis of 
primary research by allowing the incorporation of a wider and more representative 
range of entrepreneurs.
In summary, literature has supported the use of the terms 
‘entrepreneurship’/ ’enterprise’ and ‘small business’ concurrently. It has questioned 
traditional economic based definitions and presented concepts more appropriate to the 
rural tourism context which is different than others in several ways. Entrepreneurial 
motivation is clearly significant in both measuring success and defining rural tourism 
enterprise. Thus the principal elements of the definition to be applied in this thesis are 
firstly the creation of a commercial tourism based operation and secondly the 
pursuing of the realisation of individual objectives.
2.4 THEORETICAL FOUNDATIONS
Twenty years ago Shaw and Williams (1990) recognised that “if benefits from 
tourism are to flow into and be retained within the host community, it can therefore 
be argued that a major advance in the understanding of tourism’s role in economic 
development in many different environments can be achieved through research on 
entrepreneurial activity” (p.79). Considering the growing interest in the teaching, 
researching and advocacy of tourism development over the last 25 years (Koh and
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Hatten, 2002) and the apparent significance of tourism enterprise to the development 
of the industry, one might expect within contemporary literature to find a well 
developed theoretical foundation. Authors commenting upon existing literature vary 
with regard to their attitude.
The pessimists have documented the dearth of literature within the field of tourism 
enterprise (Page et al, 1999; Ateljevic, 2002; Hollick and Braun, 2005; Ateljevic, 
2007; Li, 2008; Schuckert, 2008; Tassiopoulos, 2008). Page et al (1999) emphasise 
that this dearth creates additional difficulties in gathering fresh information and 
subsequently generating new theoretical concepts. Koh and Hatten (2002) consider 
tourism development literature to be “incomplete if the role of the tourism 
entrepreneur continues to be disregarded” (p.44). Koh’s more recent work (2006) 
verifies that this area continues to be under-addressed. This dearth of literature is 
apparently not limited to the tourism industry, with general business authors such as 
Bhide (2000) recognising that “although we are surrounded by entrepreneurs, their 
world remains terra incognita” (p.23). However, consideration of the number of 
publications and journals specifically focussing on entrepreneurship throws doubt on 
this claim and suggests that no matter what the academic field, authors will always 
identify deficiencies, which no doubt helps to legitimise their own work.
On the other hand the optimists concentrate on the richness of existing theory. For 
example, Welter and Lasch (2008), focussing on general business literature, propose 
that “entrepreneurship research has gained prominence over the past decade” (p.241). 
Blackburn and Smallbone (2008) also document a rapid increase in the number of 
researchers contributing to the field of small firms and entrepreneurship over the last 
30 years, together with its growing legitimacy as a recognised focus of academic 
enquiry. Business literature available on entrepreneurship in general is extremely 
broad and the literature is widely spread covering issues such as financial 
management, resources, competitiveness, development, human resources, 
entrepreneurial characteristics, motivations and quality. Whether the glass is half 
empty or half full in terms of existing theory, it is necessary to examine the literature 
which exists and its specific limitations.
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The search for theoretical contributions in this area revealed its position at an 
intersection between the three fields of general business, tourism enterprise and rural 
tourism. Just a small number of authors (Getz and Carlsen, 2000; Fleischer and 
Felsenstein, 2000; Sharpley, 2002; Ateljevic, 2002; Lane, 2005; Nieman et al, 2008) 
have positioned themselves specifically at this intersection by linking these concepts. 
It is therefore necessary to examine relevant literature from each of the three fields in 
order to strengthen the theoretical foundations of the study, bridge the gap between 
business and tourism literature and counteract the shortage of secondary research on 
the specific subject o f rural tourism enterprise.
A greater number o f studies have been identified which cross reference the two 
subject areas of entrepreneurship and tourism. However, most have been of a very 
specific nature focussing on issues such as entrepreneurial characteristics, family 
business, social impacts, public policy and planning, rural tourism, hospitality, the 
role and characteristics of small business, the impact of globalisation, management 
and marketing, education, innovation and eco and sustainable tourism. The concept of 
rural tourism development appears to have gained popularity among researchers 
during the 1980s and has appeared with increasing frequency in contemporary 
tourism literature. The majority of research in the field of rural tourism focuses on 
two principal areas, firstly, the opportunities it presents with regard to economic and 
social development and secondly, the proposal of strategies for its development with 
emphasis on individual enterprises and operators as well as the role of government in 
supporting this sector.
Authors have recognised several specific issues within existing theoretical 
contributions. Koh (2006) observes through a review of the relevant literature, that 
“information about the tourism entrepreneur has either been copied from general 
entrepreneurship studies rather than primary and/or industry specific research, or is a 
by-product of tourism studies rather than the principal focus of the studies” (p. 121). 
The author specifically criticises Carter et al (1996) for analysing secondary data 
“instead of collecting primary data to determine the truth of the matter” (p. 126). 
However Koh’s own paper (2006) does not contain the results of any new primary
2 .4 .1  E x is t in g  l it e r a t u r e
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research and only 43% of the literature reviewed is tourism specific. This signifies 
that not only is there a shortage of research within the field of tourism 
entrepreneurship, but there is also a dominance of secondary research over primary 
research which is often based on a review of general business literature rather than 
that which is tourism specific.
In describing existing research within the areas of entrepreneurship and more 
specifically of tourism entrepreneurship, several authors have referred to its 
fragmentation. Entrepreneurship research has been criticised as being ‘hodgepodge’ 
(Shane and Venkataraman, 2000) and as a field with low paradigmatic development 
because of its lack of definition (Ireland et al, 2005). Welter and Lasch (2008) 
observe that the lack of a critical mass or core group of authors in a research field 
leads to a reliance on individual initiative resulting in fragmentation, not attaining 
academic reputation and missing the possibilities to realise progressive accumulation 
of knowledge. According to Blackburn and Smallbone (2008), the multitude of 
demands for a wider and deeper knowledge has led to a diversification rather than a 
narrowing of the boundaries of small business and entrepreneurship knowledge. We 
are getting more pieces of the puzzle, but no picture is emerging (Li, 2008). A further 
proposed justification for such fragmentation is the tourism sector’s complexity, 
which is incompatible with conventional research strategies and concepts (Page et al, 
1999; Hollick and Braun, 2005). As a consequence of this complexity, many models 
and frameworks previously employed within the wider business context have been 
too rigid to represent the dynamic and heterogeneous character of tourism enterprise 
(Russel and Faulkner, 1999; Ateljevic, 2002; Morrison and Teixeira, 2002; Ateljevic, 
2007). It may be recognised that the issues identified above are as a consequence of 
the general deficiency of literature within this field of research.
How can this deficiency be accounted for? Is it assumed that entrepreneurship is the 
domain of business literature and that the findings of such can be applied within the 
tourism industry? Perhaps since literature documenting the tourism industry has 
existed for many years the academic community assumes that something as 
elementary as tourism entrepreneurship should have been addressed already and our 
energies should be focussed on much more byzantine issues? Regardless, there is 
clearly a need for a better understanding of this topic in order to assist both the
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achievement of the objectives of this thesis and the successful and sustainable future 
development of the industry.
2 .4 .2  E m b a r k in g  u p o n  t h e  s t u d y  o f  c o n s t r a in t s
In order to study the constraints on the development of tourism enterprise, it is 
necessary to examine how authors have previously approached the topic. Very few 
published studies have focussed purely on the development constraints of tourism 
enterprises, with several including constraints as merely a sub-topic. Authors tackling 
the subject of constraints on enterprise development have examined constraints in 
terms of a range of variables including the age of the business (Siropolis, 1986; 
Evans, 1987; Barber et al, 1989; Dewhurst and Bums, 1993; Bums, 2001), the size of 
the business (Ang, 1991; Hall and Young, 1991; Bramwell, 1994; Cawley et al, 2007; 
Reijonen, 2008), industry sector (Stoy Hayward, 1996; Boer, 1999; Reichel and 
Haber, 2004; Shaw and Williams, 2004; Ateljevic, 2007), the differing perspectives 
of the various stakeholders (Fredland and Morris, 1976; Jennings and Beaver, 1995; 
Rogoff et al, 2004; Simpson et al, 2004; Nieman et al, 2008), and internal and 
external factors (Carsrud et al, 1986; Barber, 1989; Boer, 1999; Ateljevic, 2002; 
Morrison, 2002; Morrison and Teixeira, 2004; O’Gorman and Cunningham, 2007; 
Reijonen and Komppula, 2007). From an examination of this literature it was found 
that the authors observing entrepreneurial development constraints with regard to 
internal and external factors appear to have the most comprehensive approach. Such 
studies tend to encompass elements of the other approaches (i.e. age, size, sector and 
perspectives) among their findings. The remainder of this section will therefore 
explore the use of this approach in existing literature, with the object of building on 
this theory in the development of a new theoretical framework.
Table 2.4 summarises the methods previously used to categorise factors constraining 
enterprise development. In examining the approaches to categorisation it may be 
observed that in most cases a general theme exists which includes factors relating to 
the entrepreneur themselves, the enterprise and its management and the external 
variables particularly in the most recent works. This provides a starting point for the 
examination of constraints on rural tourism enterprise in the west of Ireland.
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Table 2.4 Categorisation of constraints within literature
Author/year Field o f study Categories
Carsrud et al (1986) Generalbusiness
1.psychological, 2.personal/ demographic, 3.business, 
4.extemal variables
Barberei al (1989) Generalbusiness 1 .motivation & capabilities, 2. external environment
Ateljevic (2002) Tourism 1.internal, 2.management, 3.external
Koh & Hatten (2002) Tourism 1 .socio-cultural, 2.physical, 3.economical, 4.regulatory, 5. logistical
Morrison & Teixeira 
(2004) Tourism l.owner-manager, 2.business, 3.external
Silva & McDill 
(2004) Tourism 1 .enterprise, 2.agcncy, 3.host community, 4.networks
Lordkipanidze (2005) Tourism 1.economic & social, 2.learning process, 3.market issues
Reijonen & 
Komppula (2007) Tourism 1 .entrepreneurs, 2.organisations, 3.environment
O ’Gorman & 
Cunningham (2007)
General
business 1.external, 2. internal, 3. the entrepreneur
Nieman et al (2008) Tourism 1.government policies & support, 2.tourism industry products & services, 3.perceptions about the destination
Literature categorising constraints into internal and external variables can be further 
subdivided into three separate themes: that which focuses on the internal constraints, 
that which presents the opposite focus and that which suggests a combination of both. 
Authors proposing that a combination of both internal and external factors is 
responsible for constraining business development suggest that one set of factors 
cannot be separated from the other due to their interdependence. Boer (1999) argued 
that “it is the owners ability to manage in the face of specific economic environmental 
variables that determines the firms success or failure” (p.51), but also that these 
external variables are often the ‘initiators’ of small firm failure. Concurring with this 
concept, McGee (cited in Barber et al, 1989) concludes that the fundamental barriers 
to growth are external to the firm, however, it is the interaction of the evolving 
internal resources of the firm with these changes in its external environment that 
influences its chance of survival. Morrison (2002) identifying the key factors 
contributing to business performance, recognised that “internally they include 
lifestyle orientation, human and financial resource poverty, and management skills 
and training, while externally it is the small business’s vulnerability to external forces 
that is of concern” (p.7). According to Barber et al (1989), “The explanation of the 
growth of small firms lies in the interaction between the inherent motivation and 
capabilities of the firms themselves and the external environment in which they must
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endeavour to survive and prosper” (p. 13). The authors also discuss this 
interdependency within the context of the formation of entrepreneurial attitudes, 
which the authors propose are formed very much within wider social and educational 
conditions and can be manipulated by policy makers to create a more enterprise- 
driven culture.
There are of course common issues experienced by entrepreneurs operating in any 
sector however, some constraints may be particular to the tourism industry or its sub­
sectors. As a result researchers must be cautious about applying general business 
models. It must also be noted that the reviewed literature includes the examination of 
factors associated with the ‘success’, ‘failure’, ‘growth’, ‘development’, ‘survival’ 
and ‘decline and recovery’ of enterprises. Pasanen (2003) categorised the literature 
according to such variables. However, this approach may be considered futile since 
the results of studies utilising each of these variables, which are each open to personal 
interpretation, presents similar information. It may be assumed that the factors 
associated with ‘success’ and those associated with ‘failure’ would be positives and 
negatives of the same factor. For example, finance could be a factor both associated 
with ‘success’ and with ‘failure’. As a result this literature review has included 
literature utilising each of these approaches.
2 .4 .3  E x i s t i n g  T h e o r e t i c a l  F r a m e w o r k s
The review of existing theoretical contributions is important for the development of a 
framework which will guide and structure the collection, analysis and presentation of 
the findings of this study. Three specific theoretical models have been chosen for 
further analysis due to their applicability to this research context. The first was 
developed by Carsrud et al (1986) as a ‘model or paradigm to direct entrepreneurial 
research’ (p.374). It divides into four categories the principle variables contributing to 
business success, the first two of which examine the owners characteristics including 
psychological (e.g. motivation, stress proneness, intelligence, risk taking, self-esteem) 
and personal/demographic variables (e.g. age gender, education, family support, birth 
order, previous experience); The third category examines the business itself (e.g. size, 
sector, structure), whilst the fourth investigates those variables external to the 
entrepreneur and the business (e.g. finance, government policies, economic 
conditions). Three additional ‘secondary predictor variables’ of organisation, business
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stage and nature of business have also been included. Carsrud et al (1986) propose 
that a combination of the illustrated primary and secondary factors have both direct 
and indirect influence on entrepreneurial success.
Figure 2.3 A proposed paradigm  for entrepreneurial research
Despite being over 20 years old, Carsrud et al’s (1986) framework, formulated within 
the general business research context, provides a useful method of categorising the 
elements which contribute to entrepreneurial success. This is especially true when 
considered as a flexible or dynamic structure which could change shape depending on 
the level of influence of particular factors. However, it may be observed that in the 
framework’s universal applicability and resultant ambiguity lies its weakness. It is 
very simplistic, offering no further information within the model as regards the 
contents of each category. The relationship between the four main variables and the 
additional variables of organisation, business stage and nature of business is 
somewhat unclear, and finally no relationship or linkages between the four principal 
variables is illustrated within the framework. A further criticism are the variables 
listed in the previous paragraph, some of which are difficult to measure (e.g. stress 
proneness) and there is very little reliable evidence to demonstrate their significance 
(e.g. birth order). Both the strengths and weaknesses of this model provide a useful 
contribution to the formulation of a new theoretical framework.
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Figure 2.4 Internal-external dialectic of ST Fs environment: an integrative 
fram ework
POLITICAL-
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Motivation 
Education 
Experience 
Age or lifecycle 
stage 
Gender
Social grouping 
Family background
Small tourism firms ■ECONOMIC
External factors
• Government role
(local-regional-
national)
• Non-government
organisations
• Financial sources
(e.g. banks)
• Accountant
• Information
technology
• Labour market
SOCIO-CULTURAL -  TECHNOLOGICAL - ECOLOGICAL
Source: Adapted from Ateljevic (2002, p.92)
Perhaps the most comprehensive of all three is Ateljevic’s (2002) framework which is 
illustrated in figure 2.4. It is one of the outcomes of doctoral research carried out on 
small tourism firms in New Zealand. It similarly assembles the influences on small 
tourism firms including the internal, managerial and external factors and the macro 
environmental factors of the traditional PESTE analysis. The construction of the 
framework bears a resemblance to that of Carsrud et al (1986) in that it divides the 
elements impacting upon small tourism firms into three principal categories. It is 
further developed by adding the PESTE factors, this and the inclusion of factors 
within each of the main categories gives it an advantage over Carsrud et al’s 
contribution. It may be argued, however, that the framework fails to show any direct 
relationship or interdependency between internal factors, management and external 
factors.
Morrison and Teixeira’s (2004) framework, illustrated in table 2.5, correspondingly 
arranges obstacles to business performance into three distinct categories. The first two
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categories divide internal obstacles into the characteristics and inadequacies of the 
owner-manager and the characteristics and operations of the business. The third 
category illustrates the variables representing obstacles within the external 
environment. This simple table encompasses many of the variables identified by other 
authors in this area. However, similarly to the previously illustrated frameworks, it 
fails to demonstrate the complex and interdependent nature of tourism 
entrepreneurship whereby in practice each of the variables are interlinked. These 
linkages may be observed at different levels. Firstly, due to the small size and nature 
of tourism enterprises, the entrepreneur or owner/manager and the enterprise cannot 
be examined separately. Secondly, once again due to the size and interdependent 
nature of tourism enterprises, they or their owners must be considered within the 
context o f external variables to which their success is partially dependent.
Table 2.5 Sm all hospitality firm obstacles to business performance
Internal: owner- 
nianager
• Lack o f ambition, vision and inclination to increase production
• Constrained resources to solve gaps in managerial competencies
• Perceptions that enterprise development would negatively impact on 
product/service quality
• Anti business ‘hobbyist’ approach
• Quality o f lifestyle protectionism
Internal: business • Multi-skilling in every category of staff is needed
• Limited resources and capacity available to narrow skill gaps
•  Physical constraints curtail expansion
External • Weak power position within the industry sector and markets as an 
individual unit
• High dependency on externalities
Source: Adapted from Morrison and Teixeira (2004, p. 172)
The frameworks explored in this section each approach the issue from a different 
perspective. They are also based on the review of three different sets of literature 
confirmed by an examination of their bibliographies and the fact that none of the 
authors have referenced each other. Each of these three frameworks has considerable 
potential with regard to application within the context o f this research. However, each 
also has its weaknesses, including the fact that none focus on development 
constraints, which presents an opportunity for the development of a new theoretical 
framework thus achieving one of the principle objectives of this thesis.
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2.5 FOUNDATIONS OF A NEW THEORETICAL FRAMEWORK
Having explored the literature on rural tourism enterprise and existing theoretical 
models, the process of developing a new theoretical framework can commence. Stage 
one of this framework (see figure 2.5) is based on Ateljevic’s (2002) model, since the 
constraints on the development of rural tourism enterprises may be similarly 
categorised into three principal sources. The original has however been built upon in 
a number of ways. The PESTE factors have been included along the base of the 
diagram in order to provide additional clarity with regard to their role and relationship 
with the other variables. The PESTE factors are considered important due to, for 
example, the effect of the current economic crisis on tourism enterprises.
M anagem ent
Constraints
Figure 2.5 Fram ew ork to assess constraints on the development of rural 
tourism enterprise: Stage 1___________________________________________________
I R ural tourism enterprise development I
t
Source: modified from Carsrud et al (1986), Ateljevic (2002) and Morrison and 
Teixeira (2004)
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Instead of ‘management’ being a discrete category, it is believed that it is part of the 
internal environment as proposed by Morrison and Teixeira (2004). Shifting the 
‘owner characteristics’ and ‘management’ categories together by physically 
overlapping them illustrates the inextricability of these two categories within the 
context of micro and small enterprise (McCartan-Quinn and Carson, 2003). 
Observing the new framework it can also be noted that the border of the ‘external 
factors’ category has been physically stretched around all three categories to illustrate 
the context of the individual and the enterprise within the influence of the external 
factors. The importance of this interaction between the internal and external factors 
has been widely documented (Timmons, 1994; Morrison et al, 1999; Bums, 2001; 
Morrison, 2002; Irvine and Anderson, 2004).
It must be recognised that Ateljevic’s (2002) framework was part of a much broader 
study examining the business environment as a whole. This has led to the adaptation 
of the top of the new framework to the objectives of this study and may also result in 
a different set of variables in each of the categories. The following chapters will 
combine the findings of international literature and empirical research to confirm the 
contents and applicability of this framework and each of its categories.
2.6 CONCLUSION
By examining the range of literature it can be observed that rural tourism enterprise is 
an extremely complex issue (Polo and Frias, 2010). The rural landscape has evolved 
significantly in recent years leaving a gap which was once occupied by agricultural 
activities. The emergence of a ‘new tourist’ presents significant opportunities for the 
growth of rural tourism, which itself represents a valuable alternative to traditional 
rural economic activities. Entrepreneurship and tourism, particularly of the rural 
variety, are inextricably linked making the encouragement of entrepreneurship 
essential to the future success of the industry. Rural tourism enterprises provide 
employment and add vitality and value to the local community.
With regard to achieving the thesis objectives, this chapter has reviewed existing 
theoretical contributions relevant to the topic and provided a background for the
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realisation of the first objective in the following chapter. This chapter has also 
facilitated the achievement of the second objective through the development of stage 
one of a theoretical framework. Although this is not yet fully developed, it will 
provide structure to the following chapters and the collection and presentation of 
empirical research and assist the comparison of results to existing theory. Through the 
development of stage one of this framework, the achievement of the third objective 
has also been commenced. The later analysis of primary data will contribute by 
confirming its applicability and revealing the significance of individual variables and 
the relationships between them.
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CHAPTER 3:
DEVELOPMENT CONSTRAINTS
3.1 INTRODUCTION
After discussing the contextual literature on rural tourism, enterprise and existing 
theoretical frameworks, the focus shifts to the main event: the constraints. This 
chapter utilises the emerging theoretical framework presented at the end of chapter 
two to explore variables relating to the categories of the internal and the external 
factors contributing to constraints which will be dealt with in turn. The significance of 
individual variables and the relationships between them will start to become apparent, 
thus contributing to the final theoretical framework (presented in chapter 7). The 
chapter will conclude with a consideration of the PESTE analysis as utilised by 
Ateljevic (2002) and the appropriateness of its use within the emerging theoretical 
framework. The findings of this literature review will also contribute to the design of 
the quantitative element of the empirical research and facilitate the comparison and 
discussion of the overall research findings.
3.2 INTERNAL FACTORS
Due to the nature o f tourism entrepreneurship the constraints associated with the 
enterprise are very closely linked to those associated with the entrepreneur. 
McCartan-Quinn and Carson (2003) argue that the beliefs, preferences, experience 
and expertise of the entrepreneur are those of the enterprise itself. Whilst several 
other authors have found that entrepreneurship potential is directly proportional to
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business performance and development (O’Farrell, 1986, Ronstadt, 1988, Hankinson 
et al, 1997; Nicholls-Nixon et al, 2000). As a result constraints associated with the 
entrepreneur and the enterprise will be examined collectively as sources of 
development constraints.
Factors determining the likelihood of entrepreneurial success, or in this case 
constraining development, have been researched since the early 1950’s (Byers et al, 
1997). The variables documented within this literature include the entrepreneur’s 
personal characteristics (i.e. skills, experience and training and motivations); the size 
of the enterprise and operational issues (i.e. difficulties in relation to human resources 
and marketing practices) within the enterprise. These themes will be examined in the 
following sub sections.
3 .2 .1  S k il l s , e x p e r ie n c e  a n d  t r a in in g
Management skills and experience is a theme which affects the entrepreneur (since it 
is a personal characteristic) and the enterprise (as it has obvious implications for the 
operation of the business). In the tourism context the lack of know-how in general 
business management and financial management is considered to be significant 
(Cameron, 1984; Buhalis, 1999; Ateljevic, 2002; Hollick and Braun, 2005; Ateljevic,
2007). Holden et al (2010) add to this list of deficiencies, including the areas of 
marketing, knowledge management, information technology, quality assurance, 
pricing policy, innovation and management. Hodgetts and Kuratko (1995), following 
a study into general small business management, present a ‘top ten’ list (see table 3.1) 
which focuses on the specific obstacles that small business owners need to recognise 
as potential components of managerial incompetence. It must be recognised that not 
all of the sources identified can be solved through training or education and may be as 
a result o f individual personality traits.
57
Table 3.1 Top ten sources of managerial incompetence in small business
1. Desire for instant gratification
2. Poor communication skills
3. Blaming external causes for failure
4. Lack of a market approach to business
5. Inability to plan strategically
6. Lack of networking
7. Trying to go it alone
8. Inability to cope with stress
9. Refusal to seek out and respond to criticism
10. A lack of balance in one’s life
Source: Adapted from Hodgetts and Kuratko (1995, p .15)
The lack of management skills creates inconsistency in the creation and delivery of 
the tourism product which Buhalis (1999) considers to have direct implications for 
consumer satisfaction and the projected image of small to medium tourism 
enterprises. Grant (2003) suggests that rural firm owners in the UK tend to lack the 
experience, skills and ambitions that support entrepreneurial (growth) behaviour. 
Most authors commenting on this topic consider the capabilities of the entrepreneur to 
be a major contributing factor to poor performance, low profitability and ultimately a 
high failure rate (Ateljevic, 2002; Silva and McDill, 2004; Komppula, 2006; Haber 
and Reichel, 2007).
The low entry barriers of many sectors of the tourism industry have been documented 
as one of reasons behind this lack of management skills, since they attract 
entrepreneurs with both limited formal education and experience directly relating to 
the industry sector. The extent of managerial competence is extremely variable as 
many entrepreneurs perceive the operation of such service operations to be simple 
with a low skill requirement (Morrison and Teixeira, 2003; Hollick and Braun, 2005). 
Silva and McDill (2004) add that new business owners often are amateurs in the 
tourism sector who are attempting to turn a hobby into a business. The small size of 
tourism enterprises also has implications in this respect. Due to the generally small 
number of employees, Cameron (1984) believes that “the small business manager 
needs much wider knowledge than his counterpart in large business” (p. 166) 
indicating that the size of the business may be identified as a constraint. The shortage 
of new skills and competences may become increasingly evident if  the firm wishes to 
grow (Barber et al, 1989) and become more efficient (Scase and Goffee, 1980). This,
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along with the lifestyle motives (discussed in the following section), may be one of 
the reasons why so many tourism enterprises remain micro in size.
Entrepreneurs’ education and its relationship to business performance have been 
widely examined. Despite inconsistent findings regarding the impact of education 
(Haber and Reichel, 2007), studies indicate a positive relationship between education 
and performance. According to Ateljevic (2007) the entrepreneur’s level of formal 
education impacts on business planning. It is important that entrepreneurs receive 
appropriate education and training before starting up since Cameron (1984) 
recognises that entrepreneurs have few opportunities to widen their knowledge and 
experience once up and running due to the nature of running a small business and the 
time and resource constraints involved. Haber and Reichel (2007) propose that 
government and other support institutions should consider establishing tailor-made 
training programs for improving and shaping the managerial competencies of 
entrepreneurs.
3 .2 .2  M o t iv a t io n
The growing numbers of authors documenting lifestyle motives in the tourism 
industry have identified positive and negative implications in equal measure. 
Morrison et al (2008) warn against underestimating the potential for lifestyle oriented 
firms to change the nature of a destination, as the combined impacts of increased 
tourism and in-migration exert considerable social, demographic and environmental 
pressures. According to Gray (2002) non-financial motivations and personal 
expectations are the most important obstacles to enterprise growth or traditionally 
measured successful performance. Evidence of the negative attributes focuses on 
questioning the contribution and value of these enterprises from a destination 
development perspective. Table 3.2 summarises the negative characteristics of 
lifestyle motivated entrepreneurs which have been documented internationally.
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Table 3.2 Negative characteristics of lifestyle entrepreneurs
• Consciously constrain the growth o f their businesses (Scase and Goffee, 1980; Ateljevic and 
Doome, 2001; Morrison and Teixeira, 2002; Hollick and Braun, 2005; Haber and Reichel, 2007)
• Long term survival problems (Dewhurst and Horobin 2004; Ateljevic, 2007)
• Yield small employment (Hampton, 2003; Getz and Petersen, 2005)
• Do not necessarily lead to industry competitiveness (Getz and Petersen, 2005)
• Can represent a subsidised form of business model relying on government interventions and or 
other employment revenues (Sharpley, 2001)
• Unlikely to innovate (Ioannides and Petersen, 2003)
• Operate through short term, subjective business objectives (Haber and Reichel, 2006)
• Hobbyist approach (Goulding et al, 2004; Morrison and Teixeira, 2004)
• Prioritise lifestyle/family over business objectives (Haber and Reichel, 2007)
• Negative economic, social and environmental impacts (Dewhurst and Horobin, 1998; Hollick 
and Braun, 2005; Morrison et al, 2008)
• Marginal/mediocre performance (Hollick and Braun, 2005)
• Potential negative effect on product quality/the visitor experience (Morrison and Teixeira, 2004; 
Hollick and Braun, 2005)
Research carried out on SMEs in Northern Ireland by Harrison and Leitch (1996) 
concluded that individual self-employment in the tourism industry might not make 
much of a long term contribution to local development. Getz and Petersen (2005), 
specifically referring to the autonomy and lifestyle-oriented owner agreed, stating that 
such individuals “will not produce many jobs, nor necessarily lead to industry 
competitiveness and community stability” (p.222). Taking a more extreme stance 
Dewhurst and Horobin (1998) observed that not only may lifestyle entrepreneurs not 
make a positive contribution, but that they encounter long term survival problems that 
can negatively impact on the economic and social health of their communities. The 
conscious constraint of enterprise growth defies traditional economic theory and the 
generally accepted government economic objectives of profit maximisation and 
employment provision. The wide variety of motives provides a challenge for tourism 
destinations since stakeholders (e.g. entrepreneurs and tourism development 
authorities) do not share the same objectives.
These potential negative impacts must be considered within the context of the 
potential positives. Evidence in this area tends to be descriptive and lacking in 
quantitative verification and has yet to identify whether lifestyle motives present 
more of a positive or a negative impact overall.
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One of the characteristics of rural tourism is smaller establishments (Lane, 1994; 
Shaw and Williams, 1994; Fuller-Love et al, 2006; Cawley and Gilmor, 2008). 
Authors studying the effects of size have identified it as a disadvantage as well as a 
potential source of competitive advantage. Similar to age, size is generally seen as a 
factor influencing other constraints, for example, small organisations face different 
constraints than their larger counterparts. Hall and Young (1991) illustrate the 
differences between the size bands of companies, with personal problems causing 
greater concern for smaller companies, marketing and sales more frequently cited in 
middle ranged firms and ‘environmental’ and operational management problems 
causing most concern for larger firms.
Problems associated with resource scarcity appear to be the greatest barriers to 
smaller businesses. The lack of economies of scale inherent to smaller businesses, as 
opposed to those available to larger organisations, has been widely documented. Ang 
(1991) identifies that small businesses have financial management issues that are 
quite different from those of larger businesses. Such issues include problems 
associated with the power of agencies, such as banks and suppliers over small 
businesses and proportionately higher costs than their larger counterparts, such as 
legal, accounting, taxation and transaction costs. These issues, related to economies 
of scale, are also identified by Bramwell (1994) who documents the marketing related 
problems experienced by small enterprises, as opposed to larger organisations, who 
do not have the resources to market their businesses effectively. “While the small 
scale of farm tourism businesses is a strength in relation to sustainable tourism, this is 
also a weakness in the market, For these small operators to reach the market 
effectively there needs to be co-operative marketing” (p.4). It may therefore be 
concluded that the smaller the business, the greater the need for a cooperative 
approach, especially in terms of marketing. The concept of economies of scale not 
only applies to operational costs but also operational outputs. Barber et al (1989) 
claim that gross output per employee rises consistently with the size class of 
enterprise, being some 50% greater in the largest enterprises than in the smallest. 
However, their study examined enterprise in general and does not take into account 
the labour-intensive and service oriented nature of the tourism industry.
3 .2 .3  E n t e r p r is e  siz e
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There appears to be two opposite schools of thought in terms of the future health and 
survival of small, as opposed to larger sized, businesses. Morrison (2002), focussing 
on the hospitality sector, believes that there is a polarisation taking place, with the 
small business being distinguished and distanced from their corporate counterpart due 
to the general characteristics of lifestyle orientation, low profitability, financial and 
human resource deficiencies and personalised and informal management. It has been 
recognised, however, that characteristics such as their peripheral location, ‘authentic’ 
product, lifestyle attraction and positive socio-cultural impacts may counteract the 
creeping consolidation of globalisation, which Buhalis (1999) claims is endangering 
the independence of thousands of small businesses. Middleton (2001) proposes that 
the real personality of small businesses provides them with an unshakable advantage 
over the global players, that is likely to become more important as they learn to 
communicate more effectively and exploit their potential. According to Cawley and 
Gillmore (2008) this competitive advantage lies in responding to the growing demand 
for the alternative experiences that they offer. The factors contributing to each side of 
this debate on the future of small hospitality businesses are summarised by 
Morrison’s (2002) table (3.3).
Table 3.3 Sm all hospitality businesses: enduring and endangering factors
Enduring Endangered
Located in sectors, peripheral geographic and/or 
economic locations unattractive to corporate 
investment
Located in sites o f corporate activity, financial 
investment and new product development
Providing an ‘authentic’ tourism experience, 
with clearly differentiated, quality products and 
services to niche markets
Floating product and service within the 
marketplace that is undifferentiated and 
vulnerable to the competitive practices of 
corporate groups
Lifestyle attraction, low barriers to entry, and 
sustenance o f operation despite human and 
financial resource poverty
Economic climate and general external forces 
severe, discouraging lifestyle indulgence and 
unmasking resource deficiencies
Contribution to sustainable regional 
development and adding value to the economy, 
society and the environment
Policy makers lack awareness o f potential 
contributions and neglect to provide appropriate 
support infrastructure
Source: Adapted from Morrison (2002, p. 12)
Certainly there appear to be valid arguments on both sides, however, the 
characteristics of the emerging ‘new tourist’ (Poon, 1997) and those of the growing
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rural tourism product tend to support the ‘endurance’ of the small business in this 
sector.
Size has implications for policy with influence over policy tending to be greater in the 
case of large scale tourism businesses than among their smaller scale rural 
counterparts. As a result the interests of the latter may be underrepresented in national 
policy which restricts the capacity of the sector to develop fully (Cawley et al, 2007). 
A failure to acknowledge that small businesses are not just miniatures of large 
organisations and have different characteristics, constraints and needs has also been 
observed. One distinguishing factor is the importance of the owner-manager’s 
influence on business activities due to their omnipresence in every activity of a small 
firm (Reijonen, 2008). For the purposes of this research the sample consists of small 
to medium enterprises, with many being micro in size. As discussed, there are several 
constraints that are inherent of smaller organisations which must be recognised in 
analysing the data. Some of these constraints may be partially addressed through 
government policy, however, there will always be advantages and disadvantages 
associated with firm size.
3 .2 .4  H u m a n  r e s o u r c e s
Constraints relating to human resources have been identified by many authors, 
particularly in the tourism context. A review of the literature documenting constraints 
in relation to human resources revealed that the principle issues include recruitment 
and retention of employees, skills and training and employment legislation. Lee-Ross 
and Ingold (1994) identified that a combination of these factors leads to under 
productivity in the industry.
Recruitment of appropriately skilled and motivated employees has been 
acknowledged as an increasing problem internationally within the tourism industry 
(Goss, 1991; Cooper and Buhalis, 1992; Ateljevic and Doome, 2003; Polo and Frias, 
2010). Johns and Mattsson (2005) observe this to be a particular problem area for 
smaller businesses, however, rural location may be equally as important in this 
respect. It was identified that the local tourism industry may be forced to employ 
mostly outside personnel because locals do not have the necessary skills (Hohl and 
Tisdell, 1994). According to Martin et al (2006), labour turnover in the tourism
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industry is nearly double that of other industries. Buhalis (1999) identifies that the 
high labour turnover is due to the seasonality of the industry and that as a result small 
tourism enterprise product delivery is not only variable, but also unpredictable. Hohl 
and Tisdell (1994) agree that obtaining and long-term retention of trained and 
experienced staff may be very difficult for small tourism enterprises, especially in 
rural locations. This is supported by the NSS (2002) which identify that the low skill 
base of many Irish rural areas represents a key constraint to enterprise development.
High labour turnover allows numerical flexibility to match demand but can intensify 
operational difficulties, discourage investment in training, effect the maintenance of 
high quality standards and employment commitment (Lashlay and Chaplain, 1999; 
Ateljevic, 2007). According to Haven (2002), the tourism labour force has become 
increasingly flexible and casualised, affecting consideration of the industry as a viable 
career choice with knock on effects for labour supply. Martin et al (2006) conclude 
that the greatest challenge to tourism employment is the low image and low perceived 
status of the industry and its lack of professional career potential and development 
opportunities. According to Chitiris (1988, cited in Cooper and Buhalis, 1992), 
tourism employees cannot see any prospects for themselves in a tourism career and as 
a consequence there is an absence of tourism professionalism.
The skills gaps of tourism staff are, according to several authors, greater than in any 
other industry (Martin et al, 2006; Ateljevic, 2007; Augustyn and Thomas, 2007). 
Due to the relatively small number of employees Cameron (1984) believes that skills 
and training are even more important in smaller businesses. However, the author also 
recognises that entrepreneurs and their staff have few opportunities to widen their 
knowledge and experience due to the nature of running a small business and the time 
and resource constraints involved. This issue is contributed to by the problems in 
relation to recruitment and staff turnover above and by the lack of training 
programmes or incentive rewards for the improvement of staff expertise and adequate 
salaries or other benefits. Becton and Graetz (2001) propose that this is due to the cost 
of training and inflexibility of hours and place of delivery. The Irish tourism industry 
representative body, ITIC (2003) highlights an urgent need to ensure a continuing 
inflow of new entrants from the education system into the tourism workforce. 
However, the poor working conditions and lack of career prospects create a vicious circle
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preventing such new entrants from choosing tourism as an education or career option. 
The potential long term implications within this context are two fold, firstly, a further 
deterioration of management skills and expertise in the industry and secondly, perhaps a 
lack of new tourism enterprises.
Scase and Goffee (1980) link the staff and training problems experienced by small 
tourism enterprises to the motivations and skills of the entrepreneur, “it seems that the 
expansion of business enterprises is primarily determined by the extent to which the 
owner is prepared to delegate a number of his supervisory functions and how far he 
feels personally competent to cope with the organization of an ever-increasing labour- 
force” (pp.71-72). According to Buhalis (1999), the small size of operation is to 
blame, providing little opportunity for the division of tasks, professional employees 
and proper training. Barber et al (1989) document a link between staff benefits and 
firm size and its consequences, “Wages and salaries per employee increase with plant 
and firm size, suggesting that small firms tend to employ lower-qualified workers. 
There is also evidence of higher labour turnover in small firms, lower levels of 
training also appears to be associated with smaller size” (p. 12). Overall the research 
highlights a need for training, but recognises that the characteristics of tourism 
enterprises create barriers to addressing this need.
The final sub-constraint with regard to staff and training was identified by Scase and 
Goffee (1980) who revealed that entrepreneurs feel “severely constrained by 
employment legislation” (p. 162). It must be recognised that this reference is almost 
30 years old however, this issue has also been recognised more recently by Irish 
authors O’Gorman and Cunningham (2007), who propose that “complying with 
labour legislation can create additional costs that unfairly burden small businesses” 
(p.203). This constraint is mostly financial due to issues such as minimum wage 
leading to higher labour costs which have been documented as a constraint to tourism 
entrepreneurs worldwide (Goss, 1991; Page and Thom, 1997; Ateljevic and Doome, 
2003; ITIC, 2005). As a consequence of such costs and the relatively low profit 
margins evident in the industry, entrepreneurs experience severe problems in sourcing 
the funds to employ high calibre personnel (ITIC, 2003).
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In summary, international literature reveals that the issues of recruitment and 
retention, skills and training and employment legislation combine to constrain the 
development of rural tourism enterprise. The consequences of these problems include 
inconsistent service quality, staff commitment issues, higher costs and limited profits. 
Human resource problems are attributable to a combination of the nature and 
characteristics of the tourism industry, the small size of enterprises and the rural 
context, and as such are to a certain extent inherent of rural tourism enterprises. 
Despite this, there are several avenues available to tourism development authorities 
aimed at reducing constraints in this area.
3.2.5 M a r k e t i n g
Effective marketing is vital in counteracting the relatively limited pulling power that 
rural destinations are able to achieve in increasingly competitive and global tourism 
markets (Garrod et al, 2006). However, it is considered by a number of authors to be 
a significant weakness for most enterprises. Hodgetts and Kuratko (1995) rank the 
lack o f a market approach to business as one of the top components of small business 
managerial incompetence. Buhalis (1999) believes that tourism entrepreneurs are 
often unaware of the techniques available, and thus follow a product-oriented, rather 
than a consumer-oriented approach. Consequently, uncoordinated, isolated 
troubleshooting marketing activities are often undertaken, rather than a consistent and 
well planned marketing campaign (Buhalis, 1999). The literature in this area focuses 
on the three key themes of marketing research, e-marketing and networking.
A lack of marketing research is believed to debilitate tourism enterprises’ knowledge 
of their consumers’ needs and wants and prevents them from identifying methods for 
improving services in order to meet consumers’ expectations (Hohl and Tisdell, 1994; 
Ellis and Joubert, 1996; Buhalis, 1999). Behringer and Mester (2005) report that poor 
market research and knowledge management means that tourism SMEs often fail to 
take full advantage of their potential and may misunderstand their customers. This 
was also considered a major constraint on tourism enterprise development by Hohl 
and Tisdell (1994) in their study on rural tourism in Australia and by Ateljevic (2007) 
in New Zealand. Ellis and Joubert (1996) relate this inadequacy to a lack of 
improvement in product quality. Within Irish literature importance was placed on the 
use of research in influencing and shaping tourism development and marketing
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policies and actions to ensure that resources are not wasted (Galway City and County 
Tourism Group, 2003; WDC, 2003; Bord Fâilte, 2003), illustrating the importance of 
research at all levels of the industry.
Communication technology is seen as important in that it can provide access to global 
markets for small rural firms (Fuller-Love et al, 2006) and reduce the impacts of 
distance (Irvine and Anderson, 2008). Literature identified the advantages of e- 
marketing, the current trends relating to the use of e-marketing and their implications 
for the industry. Research carried out by Buhalis (1996) found that “SMTEs under- 
utilise I.T. and remain under-represented in most Computer Reservation Systems and 
Global Distribution Systems, effectively endangering their competitiveness and 
market share” (p.3). The under-utilisation of effective e-marketing strategies was also 
highlighted Irish tourism development and representative bodies (Bord Fâilte, 2003; 
WDC, 2003; ITIC, 2003; Shannon Development, 2003). Both Buhalis (1999) and 
Matlay (2004) believe that small tourism enterprises are unable to promote 
themselves through the emerging I.T. media and computer reservation systems. 
Matlay (2004) identifies several considerable barriers that could affect the rate of e- 
business adoption in small tourism firms, these include: Difficulties related to the 
perceived costs associated with the implementation of e-business, lack of medium to 
long-term strategic planning and skill shortages and deficiencies in I.T. related 
expertise. Irish author, Duffy (2006) observes that the major barriers to I.T. adoption 
amongst small rural accommodation providers are a fear of technology itself, and 
perhaps more significant in this case, a fear of displaying ignorance especially to 
peers. This constraint is complex since not only is the lack of effective e-marketing a 
constraint but also the attitudes and fears of the entrepreneur.
Perhaps a solution to some of these constraints may be the effective use of 
networking. Marketing is a factor which is heavily influenced by the confines of size. 
Networking presents endless opportunities for the achievement of economies of scale 
amongst tourism entrepreneurs, especially in the rural context which features a 
relatively fragmented product (Cawley and Gillmor, 2008). Small enterprises can join 
forces in all aspects of marketing including marketing research and e-marketing to 
profit from a common pool of skills and resources. According to Reijonen and 
Komppula (2007), cooperation with other entrepreneurs in the same field is a
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significant factor affecting success. Morrison (1998) notes the importance of 
marketing networks for small tourism businesses, especially those in peripheral areas. 
Hall (2004) illustrates the benefits of networking and clustering within the context of 
the development of wine and food tourism in New Zealand. He illustrates his findings 
through a model which identifies a direct relationship between the density or 
thickness of networks and the degree of regional competitiveness.
Several Irish sources propose that the development of clusters of attractions is a 
means by which small and medium sized firms can collaborate to compete more 
effectively in the global marketplace, and at regional level would enhance the overall 
attractiveness of a region and contribute significantly to the region’s economy 
(I.T.O.A., 2003; National Centre for Tourism Policy Studies, 2003; Roscommon 
Tourism, 2002; DIT, 2003). ITIC (2005) highlights that in a growing number of 
tourism destinations internationally, strategic clusters and networks of tourism 
operators are establishing innovative approaches to product development and 
delivery, “In concert, they share a variety of market research, technology acquisition, 
product and promotion development costs associated with modifying and 
repositioning existing products, as well as creating new tourism offerings” (p.36). 
However, Peters and Buhalis (2004) blame a lack of understanding among 
entrepreneurs of how small business competitiveness could be enhanced through 
cooperation and networking with partners for the underuse of this tool. Jones and 
Haven-Tang (2005) also recognise that the benefits of clustering are not always 
appreciated by the businesses themselves and that many neither communicate nor 
cooperate with each other or with the public-sector support agencies.
In summary, the characteristics and operational aspects of the enterprise itself present 
significant constraints. International literature highlights the lack of management 
skills and the negative impacts of lifestyle related motives as the personal issues 
constraining the development of the enterprise. Though little information is available 
about the tourism industry specifically, the size of an enterprise may have an impact 
on the severity or type of constraints experienced. A lack of economies of scale in 
particular can present considerable operational and economic challenges. Problems 
related to marketing may be contributed to by the isolation of the rural location 
however, it appears that one of the industry’s greatest constraints in this regard is the
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lack of networking among rural tourism enterprises. Along with the human resource 
related issues discussed, these factors are subject to the considerable potential 
influence of the external variables to be addressed in the following section.
3.3 EXTERNAL FACTORS
The external environment represents the second main source of development 
constraints on tourism entrepreneurship. According to Morrison et al (1999), it is not 
constructive to study the entrepreneur or the enterprise in isolation, “What is 
important is to consider how the entrepreneurial personality interacts within the social 
structure and external environment in which they are located, this provides a 
perspective of the factors which combine to promote and/or inhibit entrepreneurial 
behaviour” (p.50). The constraints associated with smaller size have already been 
examined. Both Bums (2001) and Morrison (2002) reveal that small businesses are 
particularly vulnerable to macroeconomic variables since they have less financial ‘fat’ 
than larger firms. Bums (2001) states that “changes in overall consumer demand, 
interest rates and inflation can have a disproportionate effect on smaller firms” 
(p.380). He adds, however, that the extent to which the enterprise is affected by the 
environment depends upon the time period, geographic area, economic conditions and 
market sector in which the firm operates.
According to Timmons (1994), stimulation of entrepreneurial behaviour needs a 
favourable climate which combines social, political and educational attributes. 
Morrison et al (1999) identify the requirements for stimulating entrepreneurship as “a 
culture that prizes entrepreneurship, an imperative to educate our population so that 
our entrepreneurial potential is second to none; and a government that generously 
supports pure and applied science, fosters entrepreneurship with enlightened policies, 
and enables schools to produce the best educated students in the world” (p.71). 
According to Irvine and Anderson (2004), the viability of small businesses may 
depend on their ability to identify and respond to trends and opportunities presented 
and threatened by their external environment. An examination of the literature 
identifying the factors external to the entrepreneur and the enterprise which constrain 
their development revealed a particularly wide array of issues in comparison to the
69
other two categories. It was therefore considered necessary to divide these themes as 
follows:
1 Access/infrastructure (including transport, air and road access, broadband)
2 Cost of operation (including taxation, labour, food, drink, local authority 
charges, overheads, insurance, inflation)
3 Support (including venture capital availability, government policy, training, 
marketing support, performance of tourism authorities)
4 Location
5 Complementary local product (including the amount of tourism products in an 
area, networking)
6 Demand and seasonality
Examination of the literature revealed that the main differences between the two 
disciplines (i.e. tourism and general business) is with regard to the final two 
categories ‘complementary local product’ and ‘demand and seasonality’ which tend 
to be constraints more specific to tourism businesses. The following subsections will 
discuss existing evidence within each of the six categories.
3 .3 .1  A c c e s s / in f r a s t r u c t u r e
Access and infrastructure have been examined together since they are generally 
referred to simultaneously especially within the tourism context. In contrast to most 
other products, tourism involves the transportation of the consumer to the product and 
as a result access and infrastructure are fundamental to the process. Cooper and 
Buhalis (1992) recognise that problems relating to infrastructure have always been a 
threat to the tourism industry. A study of peripheral tourism development and 
management in Australia carried out by Hohl and Tisdell (1994) reveals that tourists 
may not visit an area because of the time involved in travel. Although international 
literature recognises the importance of this issue, specific constraints in this area tend 
to be particular to the destination. Issues identified within Irish literature include 
transport related factors such as air access, travel by road and public transport. In the 
case of Ireland’s western region, most of our international tourists are entering the 
country via Dublin and the length of their stay is generally shorter, thus improving 
speedy access to the west is critical for tourism development in the region (WDC, 
1999; WDC, 2001; Shannon development, 2003).
According to the WDC (2006), infrastructure is a key enabler of regional 
development. It was recognised that, as a result of decades of under-investment,
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weaknesses in road, rail, air, energy and broadband infrastructure were inhibiting 
growth. Although there have been significant improvements over the past few years, 
the region continues to suffer from major infrastructural gaps and the commitments in 
the NDP 2000-2006 have not been fully met. For example, from 2000 to 2004, 
spending on national roads in the border, midlands and western region was only 70% 
of what was forecast and spending on public transport was even lower at just 55% of 
forecast (WDC, 2006). The authors also highlight the geographic imbalance in road 
expenditure between the BMW and S&E regions which exacerbate infrastructural 
weaknesses in the Western Region.
Transport is clearly central to the development of the western region’s tourism 
industry. Evidence indicates similar issues elsewhere. Buhalis’s (1999) investigation 
of tourism development on the Greek islands recognises that transportation is often a 
major weakness for peripheral, remote and insular destinations. This literature reveals 
that Aegean tourism entrepreneurs tend to feel frustrated because they are unable to 
attract consumers, simply because they cannot provide convenient, reliable and 
affordable transportation. According to the French author, Greffe (1994), the 
establishment of an efficient transport system is essential to provide good access into 
a rural area and around it and is a precondition for the success of rural tourism. The 
author observes however that good access is not always provided and that the 
seasonal nature of rural tourism often discourages initiatives taken in this direction. 
Haber and Reichel (2007) specifically identify accessibility and proximity to airport 
as factors important to the development of an attractive destination.
Air transport is of particular significance especially given Ireland’s island status and 
the speed and convenience of this form of travel. Tourism entrepreneurs in the west 
of Ireland, depend on regional airports such as Shannon airport and Ireland West 
airport to deliver much of their international business (Shannon development, 2003; 
Clare county council et al, 2003). The hypothesis that increased and competitive 
access by air into regional airports would boost the spatial distribution of tourism is 
one that is widely held (ITIC, 2005). However, ITIC (2005) have noted an increasing 
concentration of tourism in the Dublin region as air services, especially low fare 
routes into Dublin, have expanded. “In the late 1990’s the dramatic increase in 
Ryanair services to/from Dublin, together with the induced reaction by network
71
carriers to reduce fares resulted in Dublin being significantly more affordable and 
accessible from a growing range of gateways in Britain and mainland Europe. As a 
consequence the share of services and capacity on offer to-from regional airports 
declined” (p. 19).
Irish sources recognise that due to the trend towards shorter holidays, road access 
needs to be convenient and fast, however, also that travel times are deteriorating due 
to congestion and poor road conditions (WDC, 1999; ITIC, 2003; ICHRA, 2003; IHF, 
2003). Interviews with tourists carried out as part of an investigation by Hohl and 
Tisdell (1994) in Australia produced several suggestions regarding improvements to 
the tourism infrastructure including the improvement of roads and improvement of 
road signage. Inadequate signposting was also cited by various national and regional 
development and representative bodies as a constraint on tourism development in 
Ireland’s west (WDC, 1999; Meldon et al, 2000; ITIC, 2003; Ireland west tourism, 
2003; IHF 2003; NWT, 2003). One segment of the Irish tourist market upon which 
road conditions impact significantly are those who bring their own cars or rent cars. 
Literature highlighted that those who bring their own cars or rent cars tend to stay 
longer and visit a greater area of the country than other tourists (ITIC, 2003), 
therefore the further development of car rental facilities in Ireland represents an 
opportunity to encourage a more even dispersal of the benefits of tourism. However, a 
later study revealed that there is a shift in demand towards air services that has led to 
a decrease in holidaymakers bringing their own car to Ireland or hiring a car. This has 
major implications with regard to their mobility within the country and the number of 
visitors reaching rural areas, especially within the western region (ITIC, 2005). As a 
result, access and infrastructural deficiencies have direct implications on the 
development of rural tourism enterprise in the western region. These issues also 
emphasise the importance of an effective marketing campaign to counteract this 
constraint.
Literature from Irish sources concentrates on the importance of the development of a 
coordinated and integrated public transport strategy. Various tourism interest groups 
have highlighted a need to provide ‘seamless journeys’ for tourists which includes 
user-friendly interchange facilities, timetables to provide convenient connections and 
‘through- ticketing’ to facilitate multi-sector passenger journeys. The redevelopment
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of the western rail corridor has been highlighted as a scheme which holds great 
potential for the west of Ireland in terms of counterbalancing the dominance of 
Dublin and facilitating different patterns of movement throughout the west of Ireland 
(Galway City and county Tourism Group, 2003; Shannon Development, 2003). Often 
issues with regard to access and infrastructure can contribute to the cost of operating 
tourism enterprises, which will be discussed in the following section.
3 .3 .2  C o s t  o f  o p e r a t i o n
A further constraint evident within international literature is the difficulty faced by 
tourism entrepreneurs in attempting to provide value for money in the face of several 
major financial barriers. These barriers include taxation (Scase and Goffee, 1980; 
Bord Failte, 2003; O’Gorman and Cunningham, 2007) costs of labour, food, drink, 
local authority charges, heat, light and power charges, fuel, insurance, (IHF, 2003; 
ITIC’s, 2005) rent and rates (Page and Thom, 1999; Ateljevic and Doome, 2003), 
and Inflation (Goss, 1991; Page and Thome, 1999; Ateljevic and Doome, 2003). The 
Irish ‘Celtic tiger’ economy of recent years has presented particular constraints with 
regard to rapid inflation, increasing overheads and poor price comparisons with other 
euro zone countries as a result of the transparency offered by the introduction of the 
euro.
In its examination of UK small firms, the Bolton committee claims that, “in the mind 
of the average small businessman... high taxation ranks as the most important single 
factor in the inhibition of enterprise and the decline of the small firm sector” (cited in 
Scase and Goffee, 1980, pp.39-40). According to Sloan and Chittenden (2006) 
Taxation and compliance costs fall most heavily on small business. Irish authors, 
O ’Gorman and Cunningham (2007) identify that the legislative area that Irish 
entrepreneurs see as providing the most significant problems for small businesses 
attempting to grow was taxation. On the other hand Scase and Goffee (1980) 
identified that taxation can be used to encourage rather than restrict the creation of 
enterprises, this is supported by Bord Failte (2003) who propose a taxation policy 
which is more supportive of tourism entrepreneurs.
Government regulations were identified as an associated problem experienced by 
small business owners internationally (Goss, 1991; Ellis and Joubert, 1996; Page and
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Thom, 1999; Bums, 2001; Ateljevic and Doome, 2003). Small tourism business 
owners in New Zealand, questioned as part of Ateljevic and Doome’s (2003) study, 
agreed that most regulatory requirements such as fire alarms and hygienic 
requirements as well as consents related to new building and alterations, were 
essential but expensive, “Some respondents regarded many compliances to be 
inappropriate to the micro-environment (a home stay, for example, requiring a liquor 
license to serve wine with a meal)” (p.14). Bums (2001) believes that government 
regulation is probably a greater burden for the smallest companies rather than 
medium-sized ones. Public sector regulations gained much attention as a barrier for 
growth in Maki and Pukkinen’s (2000) study carried out in Finland. The results 
emphasised that bureaucracy discourages entrepreneurship because the regulations 
are complex and cause a large amount of paperwork, “the problem is mainly at the 
structural level. Entrepreneurs must fill in different kind of forms for different 
authorities, thus producing a lot of overlapping data” (pp. 11-12). A press release from 
the Small Firms Association (2008) highlights the regulatory burden on Irish small 
businesses. “Small business believes that there needs to be a greater recognition in 
our political culture of the costs o f regulation, and their overall impact on 
competitiveness. We cannot ignore the fact that regulation can result in higher prices 
and costs, a reduction in consumer choice, a reduction in flexibility and innovation, 
these are not conducive to businesses” (SFA, 2008). The association identified that 
48% of Irish small firms cite “red tape hell” as a major business problem and they 
urged government legislators to “think small first” and consider exempting small 
businesses from certain regulations.
Not only do these operating costs present constraints for existing enterprises, but they 
also reduce the perceived financial viability of investment in the industry thus 
dissuading potential tourism entrepreneurs. During their study on rural tourism in 
Australia, Hohl and Tisdell (1994) concluded that for peripheral regions the viability 
of tourism is likely to be greatly reduced because of excessive operating costs. A 
study on small hotel development in Australia by Lee-Ross (1998) revealed that the 
high operating costs of the industry would indeed be a major barrier to entry into the 
industry.
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According to Hunter et al (2004), Ireland as a tourist destination faces a future of 
greater competition; its customer profile will continue to change; transport and 
information technologies will change the way tourism business is conducted; and 
visitors will seek greater value for money. However, it has also been recognised that 
price deterioration in Ireland related to other European countries has been on the 
increase (WDC, 1999; ICHRA, 2003; Tourism Policy Review Group, 2003) and that 
this problem is added to by the decreasing amount of EU financial support available. 
Irish literature highlights the significance of this problem in the face of a continually 
expanding choice of destinations (Aer Lingus, 2003; BMW Regional Assembly; 
Clare County Council, et al, 2003). The various costs of operation hitherto discussed 
appear to be the principle driver of this price deterioration and government support 
will be required to resolve this issue.
3 .3 .3  S u p p o r t
Many authors have focussed on the support needs of tourism enterprise. Fitzsimmons 
et al (2003) for example document the importance of fostering “a regulatory, fiscal 
and cultural environment that is supportive of entrepreneurs” (p.l). Research carried 
out by Fleischer and Felsenstein (2000) profiles the nature of small tourism firms’ 
relationships with public sector tourism organisations at the national and regional 
levels. It identifies several constraints, mainly regarding the adequate provision of 
support by the various tourism organizations. According to Wanhill (2005), the 
partnership approach between the public and private sectors has particular 
significance for rural or peripheral areas, “due to the existence of many small 
communities, lack of resources, areas in decline and the fragmented nature of the 
supply by a range of small and micro-tourist establishments” (p.251). The author 
recognises that the character of the industry at this level requires “a proactive role 
from public bodies in the form of a coordinated tourism strategy and business 
support, in order to give a sense of direction and engender confidence through local 
community involvement” (ibid). However, Lynch (2000 cited in Jones and Haven- 
Tang, 2005) comments on the ‘fortress mentality’ of SMEs and their resistance to 
external interventions. According to Jones and Haven-Tang (2005), cultures of self- 
reliance among tourism entrepreneurs are barriers to accessing support and sharing 
good practice with other businesses
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This mentality may be due to a lack of awareness among respondents regarding 
management, training and information services available as documented by Ateljevic 
and Doome (2003). The main issues identified by the tourism policy review group 
(2003) with regard to accessing funding were a comparatively high level of confusion 
about a) the roles of different agencies, b) the services they provide, and c) the means 
of accessing support (Tourism policy review group, 2003). However, the awareness 
of entrepreneurs is clearly not the only issue. International literature documents a lack 
of external guidance specifically for small tourism enterprises. Constraints identified 
by Ateljevic and Doome (2003) include a lack of external guidance specifically for 
small tourism enterprises. Haven-Tang and Jones (2005) write that destination 
management organisations need to develop an enhanced understanding of the 
heterogeneity among tourism enterprises and their overall differences in comparison 
with big business, particularly the inappropriateness of many conventional business 
management strategies which are designed for big business.
Marketing is an important task undertaken by public sector organisations on behalf of 
tourism enterprises. Evidence indicates varying levels of dissatisfaction among 
tourism enterprises with benefits derived from membership of national and regional 
organisations or associations. Research carried out by Fleischer and Felsenstein 
(2000) profiling the nature of small tourism firms’ relationships with public sector 
tourism organisations, identifies several constraints mainly regarding the adequate 
provision of marketing support by the various tourism organisations. According to 
ITIC (2005), the Irish regional tourism authorities (now regional development boards) 
and many of the sub-regional marketing groups are producing too much ineffective 
and confusing marketing literature, “the effectiveness of marketing activity by RTAs 
in overseas markets is compromised by a lack of differentiation in destination and 
product offering between the regions that they represent” (p.33). Tourism authorities 
have also been found responsible of ineffective marketing in Cyprus (Sharpley, 
2002), where it was also felt that public sector organisations had failed to meet 
expectations in this regard.
Tourism entrepreneurs face significant financial constraints as on the one hand they 
are required to invest in fixed assets at the beginning of their operations, and on the
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other hand, there is discrimination against them by financial institutions, as they 
normally have very few assets. Consequently, they are forced to accept unfavourable 
financial deals (Cameron, 1984; Goss, 1991; Buhalis, 1999; Fuller et al, 2004; 
Sharpley, 2002). Interest rates were identified by Goss (1991) as a particular problem 
experienced by small business owners in the UK. Cameron (1984) argues that this is 
due to the limited size, relative riskiness and private nature of small firms, “small 
businesses are at a disadvantage in raising loans due to the higher costs of lending in 
small amounts and the higher risks of lending to small borrowers” (p. 166). Sharpley
(2002), on the other hand, believes that difficulties associated with accessing bank 
loans are due to the fact that the owners of traditional properties tend to be older 
people to whom the banks are less willing to make significant advances. These factors 
are further exacerbated by the current Irish economic climate in which banks are very 
reluctant to offer finance to entrepreneurs. The recent economic downturn has 
increased the problems associated with accessing credit. A recent article from the 
Irish Small Business Forum (February, 2010) highlighted this as a critical issue for 
enterprise throughout the economy.
In the absence of easily accessible bank finance, literature has also identified a lack of 
financial assistance from government sources as a constraint. Respondents in a 
studies by both Ateljevic and Doome (2003) and Fuller et al (2004) questioned the 
level and availability of financial support provided by the New Zealand and 
Australian governments for small business start up and development. All Cypriot 
agro-tourism entrepreneurs interviewed as part of a study by Sharpley (2002) 
complained about a lack of support from the government, particularly with respect to 
lower than expected or promised financial support for renovating and converting old 
properties. Public sector investment is seen by Hummelbrunner and Miglbauer (1994) 
as playing a key role in raising the standard of tourism projects to national and 
international level. According to the authors, this is because tourism development in 
many cases demands enormous investments in infrastructure. The case of rural 
peripheral areas is highlighted where the local population “normally lack funding and 
are also not able to draw sufficiently high benefits from these investments. Nor are 
private investors willing to take over these costs, so they must be financed or at least 
subsidized by the public sector” (p.46). This suggests that many such businesses are 
economically unsustainable; however, Ateljevic’s (2002) research carried out in New
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Zealand revealed that most tourism entrepreneurs had an alternative source of 
income, which may present a more financially viable business model for rural 
tourism.
In examining future trends within the development and support of Irish tourism, 
Hunter et al (2004) identified that the level of EU financial support during the 1990s 
will not be available in future years, which has major implications for the type and 
scale of tourism enterprises in the years to come. It was also recognised, however, 
that product development has often been funding-led and often targeted at “getting 
the grant” and lacks long term business planning (WDC, 2003; CILTI, 2003). 
Additional literature recognises that there is an oversupply of tax driven 
accommodation (especially holiday homes) in some areas of Ireland to an extent that 
it is causing negative economic and environmental impacts locally. It is believed that 
some of the development was tax driven rather than tourism driven and is therefore 
economically unsustainable (ICHRA, 2003; Tourism Policy Review Group, 2003). 
To a certain extent this oversupply contradicts the discussion in the following section 
which is based upon the under-supply of tourism product in many rural locations. 
However, it must be recognised that this oversupply is generally limited to particular 
locations and also to the accommodation subsector, thus creating an imbalance in the 
tourism product.
Fuller et al (2004) specified the need for adequate training and management support 
for tourism entrepreneurs. Lynch (1994 cited in Johns and Mattsson, 2005) reports a 
general shortage of training and HR support perceived by bed and breakfast 
operators. Further, Ateljevic and Doome (2003) identified that those tourism 
entrepreneurs using management, training and information services provided through 
government intervention expressed problems with their pitch, content and relevance 
for the small tourism firm environment. Ellis and Joubert (1996) found that in South 
Africa these bodies are perceived as being either ill equipped to deal with the needs of 
a growing number of small tourism enterprises or having a lack of focus towards 
small tourism entrepreneurs.
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Irish literature identified that the role of the Regional Tourism Authorities in the 
tourism development process, particularly strategic planning, and the provision of 
product development supports, needs to be changed fundamentally, re-defined and 
enhanced (ITIC, 2003; BMW Regional Assembly, 2003). Support is clearly a 
constraint which overlaps with most other constraints in that inadequate support 
exacerbates other constraints. However, appropriate support can help reduce the 
constraints experienced by tourism enterprises. Haven-Tang and Jones (2005), 
making reference to public sector intervention in the industry, identified that “there 
must be transparency, trust and a clear agenda for action” (p.355). The environment 
for enterprise within the UK tourism industry in particular has, according to Morrison 
et al (1999), been inconsistent in its support. The authors relate the constraints 
suffered in the tourism industry to “stop go policies designed to win elections rather 
than provide a stable economic base” (p.231).
The fragmentation of tourism authorities has been documented globally, “the plethora 
of associations serving a range of sectors comprising a myriad of businesses 
contributes to one of the major problems confronting tourism development, namely 
coordination” (Heath, 1987 cited in Ellis and Joubert, 1996, p.65). Ellis and Joubert 
(1996) found that as tourism expanded in South Africa, the fragmentation of its 
organisation increased. Back home the WDC (2001) recognised that the various 
sources of tourism funding coming into Ireland’s western region should be channelled 
in one clear strategic direction by agreement on guidelines between all the agencies. 
Shannon Development (2003) recommends the “defining of a lesser number of wider 
marketing zones, for overseas marketing purposes, each encompassing a geographical 
area that is more than a single region”. A greater need for external support among 
tourism enterprises results in part from a lack of a critical mass of complementary 
tourism product, evidence of which will be discussed in the following section.
3 .3 .4  C o m p l e m e n t a r y  t o u r is m  p r o d u c t
The greatest constraint identified within Ateljevic and Doome’s (2003) study of 
tourism enterprises in New Zealand was the level of competition from growing 
numbers of new industry entrants. Hunter et al (2004) predicted that over the next few 
years Ireland too will encounter greater competition. Conversely however, the 
majority of authors recognise that a current shortage of tourism enterprises in many
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rural areas is constraining tourism development for individual businesses and the 
destination as a whole.
Referring to tourism supply, Mochrie et al (2006) suggest that rural entrepreneurship 
is a contradiction in terms since most effectively entrepreneurial activity is 
concentrated in agglomerations in accordance with cluster theory (Porter, 1990). 
According to the NSS (2001), “the low enterprise base in many Irish rural areas is 
seen as a key issue, and there is a general feeling of being caught in a vicious circle 
where an existing lack of enterprise contributes to a low degree of enterprise 
potential” (p.6). Both Gannon (1994) and Embacher (1994) recognised that a single 
tourism product in a rural location is not sufficient to attract and retain tourists. 
According to Hegarty (2005), “Tourists need to have more than just one reason to 
visit a location and have choices that are perceived to be important to their vacation 
experience regarding where to stay, where to eat and how to spend their holiday time” 
(p.4). Cawley et al (2007) support this view, highlighting that a critical mass of 
product needs to be created to attract and engage the attention of the tourist. The 
tourist must be presented with a total product package offering suitable opportunities 
for spending in order to maximise benefits for the destination. Contributing to this 
constraint, Bramwell (2004) highlights a lack of local entrepreneurs and expertise due 
to a relatively low local population base.
Respondents of Sharpley’s (2002) study referred to a lack of facilities and attractions 
in Greek villages. In particular, it was identified that most villages have only one or 
two taverns, severely restricting the choice for their guests. “This problem is 
exacerbated by the fact that only about 15 per cent of all accommodation 
establishments provide bed and breakfast -  the majority provide no catering at all. 
Similarly, most villages lack facilities where tourists can experience or learn local 
crafts, such as wine-making or pottery” (p.240). Greffe (1994) also highlighted the 
importance of offering a variety of services which constitute powerful levers for the 
development of rural tourism. A need has also been identified within Irish literature to 
broaden the tourism product base (Quinn, 2003; Ireland West Tourism, 2003) and 
“identify new tourism products in order to capture new market segments in ‘weaker’ 
areas of the west” (Ireland West Tourism, 2003). In order to capture such market 
segments, product packaging has also been recognised as an area in which the Irish
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tourism product is lacking and one which has the potential of both offering better 
value for money and lengthening the tourist season. Examples have been suggested 
within Irish literature including ‘Visit Ireland’s Five Most Historic Sites’; ‘Play 
Ireland’s Five Great Links Courses’; ‘Walk the Shannon for a Week’; ‘Brian Boru 
national trail’; the introduction of explorer tickets; Specialist sporting activities 
including horse and greyhound racing, car touring, health and well-being tourism all 
aimed at encouraging the visitor to explore (ITIC, 2003; Shannon development, 2003; 
Tourism policy review group, 2003).
The development of large flagship attractions that act as a ‘growth pole’ for the local 
economy and community, is proposed by Sharpley (2007) who suggests that such 
attractions have a far greater socioeconomic impact than small scale forms of rural 
tourism development and are instrumental in developing regional identity. However, 
such projects are often against the principles of sustainable tourism which encourages 
bottom up small scale and community driven development. Sharpley has chosen a 
particularly successful example but also mentions several other major projects in the 
UK which have not been successful in sustaining visitor numbers, thus illustrating the 
potential weaknesses of this approach. Such attractions are usually dependent upon 
public funding which often obscures the need for effective and realistic planning 
which is integrated, environmentally appropriate and community oriented.
The lack of quantity in tourism products is an expected symptom of rural tourism, 
especially in the most peripheral and ‘off the beaten track’ destinations. However, this 
issue creates a catch twenty two for tourism enterprise development in that a lack of 
variety leads to low demand which in turn dissuades potential entrepreneurs from the 
area due to a lack of economic viability. This is also contributed to by the impacts of 
seasonality, to be discussed in the following section.
3.3.5 D e m a n d  a n d  s e a s o n a l i t y
The issues discussed in this section are associated with the risk involved in 
investment in the tourism industry. As a result of the perishability of the tourism 
product, seasonality and unpredictability of demand are inherent characteristics of the 
industry. “Part of the business risk in tourism projects lie in the fact that services are 
perishable (a hotel bed unsold is lost forever) and that demand is generally seasonal”
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(Wanhill, 2005, p.251). Constraints relating to the length of season and the 
unpredictability of demand which effect potential investors’ confidence in the 
industry have been documented by many authors. Dale and Robinson (2007) for 
example, document tourism’s “uncertain and unstable business environment” (p.49), 
whilst Augustyn and Thomas (2007) focus on the fluctuations of demand which 
increase the financial risk for investors.
Evidence documents the particular severity of these constraints for rural and 
peripheral destinations. According to Buhalis (1999), Aegean tourism enterprises, 
similarly to other peripheral destinations, suffer from seasonality problems and have 
to produce adequate income within a limited period every year. Natural conditions 
may lead to extreme seasonality of the tourism product, with limited possibilities for 
off-season tourism, even when package tours are developed and offered (Hohl and 
Tisdell, 1994; Lee-Ross,1998; Sharpley, 2002). Sharpley’s research on rural tourism 
in Cyprus revealed occupancy rates as low as 20% at certain times of year. Ellis and 
Joubert (1996) studying tourism development in South Africa, found that the 
seasonality factor contributes towards major planning problems and is linked with 
capacity constraints and investment decision-making in terms of the consequential 
high risk profile of the industry. Irish literature identified that the development of off- 
peak business is particularly important to the regions, where during the off-peak 
season there is significant spare capacity on access routes into Ireland and over 50% 
spare capacity within accommodations/visitor attractions and entertainments 
(Shannon development, 2003). ITIC (2003) suggest that efforts to encourage a greater 
seasonal spread of tourism should continue, since they raise directly the degree of 
capacity utilisation in the industry.
The issues of seasonality and unpredictability of demand inevitably lead to lower 
profit margins (ITOA, 2003) and higher risk and uncertainty for investors (Maki and 
Pukkinen, 2000). These factors are of course inherent of the tourism industry 
internationally, however, observers in academic and industrial contexts have made 
recommendations which, if implemented, effectively could, at least in part, counteract 
the negative effects of unpredictable demand and seasonality. Getz et al (2005) link 
this constraint to the concept of lifestyle entrepreneurship. Their study, carried out on 
the Danish island o f Bornholm, revealed that as a result of severe limitations on
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profitability, and resultant cash-flow and reinvestment problems many owners do not 
establish their business with all-year operations in mind, but treat it as a source of 
supplementary income or even as a hobby. Due to the nature of the industry, this 
philosophy is more widespread in the tourism sector than any other.
3 .3 .6  L o c a t io n
A seemingly paradoxical relationship exists between the rural context and the 
development of tourism. On one hand the qualities of the rural landscape provide an 
attraction for tourists, on the other hand those very qualities present obstacles to 
tourism developers. The often peripheral and isolated location of rural tourism 
enterprises may have a significant effect on many of the constraints hitherto discussed 
and present additional challenges. “There are several issues that are unique to rural 
tourism businesses, many of which are the result of their location in rural areas” 
(Siemens, 2007, p.311). The potential adverse effects of location on rural enterprise 
sustainability, growth and survival are documented by several authors (Hohl and 
Tisdell, 1994; Maki and Pukkinen, 2000; Ateljevic and Doome, 2003; Nilsson et al, 
2005; Williams and Mac Leod, 2005; Fuller-Love et al, 2006; Mochrie et al, 2006; 
Ateljevic, 2007; Haber and Reichel, 2007; Siemens, 2007; Cawley and Gillmor,
2008).
A study carried out by Hohl and Tisdell (1994) within a peripheral region of Australia 
outlines significant economic, environmental and social problems encountered in 
developing and managing rural tourism including large economic leakages from 
tourism expenditures, difficulties in providing and maintaining touristic 
infrastructure, and managing its environmental conservation and social impacts. 
Regulatory measures with regard to planning, health and safety, insurance, 
environmental protection etc. are also considered to be a greater challenge facing 
developers of rural tourism than their urban counterparts. Ateljevic and Doome
(2003) found similar issues during their study of a comparatively peripheral area of 
New Zealand. Nilsson et al (2005) documented their concerns with regard to 
peripherality and tourism development; a summary is illustrated in table 3.4. Some of 
the issues identified contribute to the constraints on the development of rural tourism 
enterprise and their severity; however, the first demonstrates the importance of the
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development of this industry, and the seventh recognises that the rural characteristics 
can be an asset and often a unique selling point.
Table 3.4 P eripherally  and tourism development
• The alternative is usually an extractive economy with a small manufacturing base that is 
itself dependent on the primary resource
• Sparsely populated: small towns or villages in rural or coastal locations which are 
relatively isolated
• Distance from main generating markets and/or difficult and costly access that effects 
business opportunities
• Delivery of the product is usually through small and medium enterprises (SMEs) which 
fall into the micro-business category of less than ten persons, with their attendant 
difficulties
• Lack o f tourist infrastructure
• Weather restrictions on the length of the season, as in northern Europe
• Remoteness and strong natural environments as a product plus
• Environmental threat to undisturbed wilderness
• Social impact on small, close-knit communities that may be resistant to change
• Community lacks education, training, capital (public and private) and entrepreneurship, 
which mitigates against business formation
• Limited organisational structures, lack o f planning direction and little statistical 
information
Source: Adapted from Nilsson et al, 2005, pp.580-1
Several studies have identified constraints associated with the uneven geographic 
distribution of tourism. The uneven distribution of tourism in Australia is discussed 
by Hohl and Tisdell (1994), who state that the underdevelopment of some areas is 
said to be due to a number of ‘substantial problems’. Irish literature recognises that if 
we are to achieve more balanced regional development a greater share of economic 
activity must take place outside the greater Dublin area (WDC, 1999; BMW Regional 
Assembly, 2003; Tourism Policy Review Group, 2003). The importance of the 
dispersal of tourism throughout the Region away from its large urban centres is also 
highlighted and considered to be a vital component of any tourism marketing 
programme for the region (Ireland west tourism, 2003; WDC, 2003).
According to ITIC (2005), the vast majority of visitors to Ireland enter the country via 
the east coast. The authors identify inadequate infrastructure in terms of poor roads, 
poor signage and poor access as the key barriers to achieving a greater regional 
dispersion of visitors beyond the eastern part of the country. Tourism Ireland (2005) 
profile international tourists to Ireland with regard to their movement within the 
country:
84
• Dublin only: 31% never leave the Dublin region on an overnight trip
• Dublin based tourers: 13% spend more time in Dublin than any other region, 
but overnight in at least one other region.
• Regional tourers: 28% overnight in at least two regions, spending most of 
their time outside Dublin.
• Static regionals: 28% overnight in one region only (outside Dublin).
As already discussed, the numbers of the first type are growing at a much faster rate 
than their counterparts. The problem of the uneven distribution of tourist numbers is 
contributed to by the limited size o f the local market in rural areas (Maki and 
Pukkinen, 2000; Ateljevic, 2007) which in the case of urban tourism can counteract 
some of the negative effects of seasonality and fluctuations in tourist demand. As a 
result the geographic location contributes to constraints by limiting the size of the 
market (Fuller-Love et al, 2006; Cawley and Gillmor, 2008). This is also added to by 
the limited supply of tourism product, as discussed in section 3.3.4.
However, there is also extensive evidence of the positive impacts of rural location, 
which is increasingly being considered as an attractive place both to set up business 
(for ‘lifestyle’ motivated entrepreneurs) and visit. The work of Florida (2004) 
documents this change in perspective, proposing that those locations that attract 
creative people like entrepreneurs will be the most successful in terms of economic 
development. Williams and MacLeod (2005) recognise that the characteristics of 
peripheral and remote regions can be both a constraint on economic activity and a 
resource, “the symbolic nature of the tourist production and consumption system 
means that conventional peripherality and its associated characteristics can acquire a 
distinct meaning and, in certain situations, can constitute the basis of specific tourist 
products or represent an added value for certain tourist activities” (p.39). According 
to the Countryside Agency (2003), many new businesses and jobs in the UK 
countryside are being created by in-migrants who have been attracted by the qualities 
of the rural environment and life. Morrison et al (2008) found evidence that 
‘consumption of amenities’ (in other words pursuit of a good lifestyle), was the main 
motivation for entrepreneurs to move to rural areas and generating an income was an 
after thought. This highlights the need for rural entrepreneurs and destinations to 
maximise the potential of the positive features of the rural location. Localities 
offering quality of lifestyle advantages can boost business formation rates through
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attracting individuals seeking to set up businesses. This has implications for rural 
areas, regions, and business and tourism development and, according to Stone and 
Stubbs (2007), has attracted the policy interest of several UK regional development 
agencies. In Ireland the ‘Look West’ campaign, established by the Western 
Development Commission in 2007, promotes the advantages of living, working and 
doing business in the west of Ireland. It encourages people in the greater Dublin area 
and further afield to consider relocating to the western region for a better working 
life.
In summary, the significance of the external environment must not be underestimated. 
Tourism entrepreneurs and enterprises are constantly subject to countless factors 
which are totally out of their control. For example, they are dependent upon national 
marketing strategies, carriers, road conditions and signposts to deliver their clients. 
Recent reviews of the Irish tourism product have revealed problems with regard to 
overpricing, however, entrepreneurs are subject to high overheads, wages, etc. and 
must charge enough to break even. What government and state sponsored bodies do 
to support rural tourism enterprise development and counteract the effects of 
seasonality and unpredictability of demand can have both positive and negative 
impacts. Tourism enterprises are heavily dependent on each other since one product 
in isolation is unlikely to be successful. It must also be recognised that the severity of 
external factors is also heavily influenced by the entrepreneur themselves and the 
enterprise. Finally, geographic location mainly contributes to issues associated with 
peripherality and the uneven distribution of tourism demand and supply. It represents 
several challenges with access and marketing possibly being the greatest. However, 
there are also many positive impacts of a rural location, especially with regard to 
tourism development.
3.4 PESTE FACTORS
The overall business environment poses significant opportunities and threats to the 
rural tourism enterprise. According to Fâilte Ireland (2009), “tourism is very sensitive 
to external factors as it is woven into the societal fabric of a destination. It is impacted 
by any economic, infrastructural or societal changes which may occur” (p.6). Those
86
forces that do not directly affect the organisation’s performance, but can affect the 
general or wider business environment encompass: economic factors, political 
conditions, socio-cultural characteristics as well as technological factors. In the small 
tourism firm context, both Ateljevic (2002) and Tassiopoulos (2008) propose the use 
of a PESTE (political, economic, socio-cultural, technological and ecological) 
analysis. Using the PESTE technique, the key components of the (wider) external 
environment are:
• political -  the governance system, the national and local governments and 
regulatory bodies, the leanings of the government to free enterprise, the 
legislative system and the perceived stability of the state (e.g. enterprise 
policy)
• economic — the economic power of the state, the current economic situation 
(trade deficits/surpluses), the exchange rate, interest rate, freedom of currency 
movement, freedom of investment and stability of currency (e.g. taxation rate)
• socio-cultural -  the cultural history, homogeneity/heterogeneity of the nation, 
the dominant social values, educational system and educational levels, the 
openness of society to change, the strength of democratic process and belief, 
the stability of society (e.g. social trends such as current growth in outdoor 
activity)
• technological -  the current state of technology, the access to improved 
technology, state of infrastructure, state of technological infrastructure, the 
level of support for technological innovation, level of technological 
education, the pool of skilled labour (e.g. use of internet in marketing)
• ecological -  strength of regulatory legislation, strength of environmental 
legislation, level of popular and government environmental activism, 
suitability for plant, access to markets (e.g. environmental sustainability and 
legislation)
Despite the physical division of the external factors and the PESTE elements in the 
framework, some of these components may overlap.Those external factors that may 
directly constrain rural tourism enterprise development will be (as illustrated in figure 
2.5) included in the ‘external factors’ category of the final theoretical framework. The 
PESTE elements are not considered to be as directly relevant to the development of 
rural tourism enterprise as the internal and external sources of constraints previously
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discussed in this chapter, and as such are not considered within the framework except 
within that background structural context. However, the inclusion of the PESTE 
elements in the framework was considered important in analysing the macro­
environment, as they may affect the variables identified within the internal and 
external categories. According to Tsiakkiros and Pashiardis (2002), radical and 
ongoing changes occurring in society create an uncertain environment and have an 
impact on the function of the whole organisation. Frameworks such as the PESTE 
analysis have been developed as ways of cataloguing the vast number of possible 
issues that might affect an enterprise.
3.5 CONCLUSION
The internal and external environments of rural tourism enterprises present a number 
of significant challenges for the development of this industry. This chapter has been 
structured according to the emerging framework by categorising literature into that 
which documents firstly, the internal factors and secondly, the external factors which 
may constrain rural tourism enterprise development. Examination of the entrepreneur 
has revealed a number of personal factors which include the individual’s management 
skills, experience and training and their motivations. Taking a particular focus on the 
enterprise, authors have documented the impacts of size and marketing and human 
resource functions. External factors which have been referred to within the context of 
development constraints include access and infrastructure, operational costs, 
availability and effectiveness of support, complementary tourism product, tourism’s 
inherent issues of unpredictability of demand and seasonality and finally, the rurality 
or isolation of the location in which the enterprise is located. Although overlapping 
with some of the ‘external factors’ and not having direct relevance to this study, the 
significance of the PESTE factors has been established as its inclusion takes account 
of the vulnerability of the tourism industry in a constantly changing macro 
environment. The existing theoretical contributions relevant to this topic have now 
been reviewed and the first objective has thus been completed. This chapter has 
assisted in the achievement of the second objective by identifying and categorising 
secondary data against which empirical findings can be compared. Identification of 
the constraints documented within the literature also contributes to the achievement
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of the third objective by revealing the factors which, subject to confirmation from 
empirical findings, will be included in the final theoretical framework. The 
compilation o f theory which supports the emerging theoretical framework has 
provided a foundation following which empirical data can be gathered, discussed and 
compared. The following chapter will proceed to present and justify the methods used 
in primary research.
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CHAPTER 4:
METHODOLOGICAL APPROACH
4.1 INTRODUCTION
The methodological approach adopted required a combination of methods to 
achieve the research objectives. According to Ateljevic (2002) “the complex 
nature of entrepreneurship and small business operation is new ground for 
many, requiring an interdisciplinary approach only few have been willing to 
undertake” (p.97). This chapter will describe the methodology used in this 
research and the practicalities of its application. Any methodology must address 
the issue of the observer’s ongoing development of awareness of the intricacy 
and complexity of the field and of how this very complexity forms the backdrop 
to many of the problems facing the sector. The complexity extends beyond the 
literature review to the interlinking empirical research, and hence a growing 
awareness of the role of the researcher’s position in his or her understanding of 
the entire sector, and how opposing stakeholders’ perspectives, while opposing, 
can yet all be valid.
The aims and objectives will firstly be revisited to examine the overall approach 
to their achievement. The multi-method approach used will hence be described 
including a detailed examination of the methods of sampling, data collection and 
analysis used in both the qualitative and quantitative studies. The chapter will 
conclude with a consideration of the ethical issues and the limitations of the 
study.
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4.2 ACHIEVING THE AIM AND OBJECTIVES
The aim of this thesis is ‘To extend, through empirical investigation and 
theoretical development, existing knowledge by identifying and evaluating the 
constraints on the development of rural tourism enterprise in Ireland’s western 
region’.
There are three principal objectives of this thesis. As we have already seen, the 
three are interlinked, but can be understood as separate elements.
•  Objective one: ‘To review existing theoretical contributions relevant to 
this topic’ .
•  Objective two: ‘to undertake primary research to identify constraints on 
tourism enterprise development in the western region’
• Objective three: ‘to develop a theoretical framework for understanding 
and further investigating the subject’.
Figure 4.1 illustrates how each of the stages of this thesis contributes to the 
achievement of these objectives, and maps the sequence in which each of these 
stages occurs.
Figure 4.1 Steps to achievement of objectives
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As illustrated in figure 4.1, the first stage of the research involved a combination 
of a literature review and a series of long unstructured interviews (qualitative 
research), which were carried out simultaneously. The reason for this 
synchronised activity was the avoidance of bias in the empirical data collection. 
That is, the qualitative research was designed and carried out without direct 
reference to the prior knowledge collected through the literature review (see 
section 4.4). This does not mean that the researcher arrived without an informed 
understanding of the area, but rather that the literature review process informed 
the researcher’s understanding of the complexity of the area, without shaping a 
positive interpretation of the solutions. This facilitated the emergence of new 
theory from the empirical data without being biased by a pre generated 
hypothesis based on international literature and allowed the perspective 
unfolding in each interview to have its validity and contribute to the multiplicity 
of viewpoints involved in such a disparate field, regardless of whether it 
concurred with the findings of the literature or not. As the additional arrow in 
figure 4.1 illustrates, the qualitative research influenced the literature review. 
Documents and publications which were mentioned during the interview process 
were sourced and reviewed, also as themes began to emerge from these 
interviews, literature was sought in order to strengthen the emergent theory. The 
diagram also shows that both the literature review and the findings of the 
qualitative study combined to shape the quantitative research. The qualitative 
study revealed a number of themes which were tested and quantified using the 
questionnaire, whilst this was added to by the literature review which revealed 
areas in need of empirical evidence which were not detected using qualitative 
interviews. These areas mainly centred around the entrepreneur themselves and 
their enterprise and were largely overlooked during the interview process due to 
the tendency for respondents to concentrate on constraints external to their 
enterprise. A further relationship illustrated by figure 4.1 is the influence of the 
literature review on the development of the first stage of the theoretical 
framework. This framework came about through the review of existing theories 
and frameworks and provided a structure for the remainder of the document. An 
amalgamation of the initial four stages was combined to develop the analysis 
and findings, conclusions and final theoretical framework.
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4.3 A  M U L T I-M E T H O D  A P P R O A C H
This thesis began its existence at masters level, and later was developed into a 
PhD level study. In the early stages, a grounded theory methodology was 
considered an ideal approach to achieving the masters level objectives. Its 
suitability centred round the following points:
•  Achieves an in-depth insight
•  Suited to the development of new theory which is grounded in the real 
world and based upon real people feelings and experiences
•  Shaped by the subject matter rather than based on the researcher’s 
preconceived ideas about the results
•  Sees things in context and stresses how things are related and 
interdependent (Denscombe, 1998)
However, as the research progressed from a masters to a PhD study and the 
objectives consequently revised, it was decided following an analysis of existing 
studies and methodologies to add another methodological dimension to this 
study. This involved the design and implementation of a quantitative study to 
test and strengthen the initial qualitative findings.
Following the above described evolution, a combination of a qualitative 
paradigm and a quantitative paradigm was considered to be the most appropriate 
in guiding the research action. The concept of employing a combination of 
methods to accomplish a research objective and surmount the limitations of 
single method studies has been espoused by several authors studying research 
methods over the last five decades (Cambell and Fiske, 1959; Douglas, 1976; 
Denzin, 1989; Mason, 1996; Denscombe, 2003). Ateljevic (2002) recognised the 
particular value of this approach in his study of small tourism firms.
Frequently referred to as ‘triangulation’, this approach increases the level of 
validity, theoretical relevance and confidence in the results. More importantly, it 
allows the researcher to appreciate the variety of perspectives from as objective
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a standpoint as possible, thus coming to the area without a particular perspective 
on the issues she is likely to encounter. In attempting to graphically illustrate the 
concept, Denscombe (2003) advocates the manipulation of coordinates to 
discover a ‘true position’. His illustration has been adapted in figure 4.2 to 
demonstrate how the three methods employed in this instance have been 
combined to achieve a better understanding of the topic. This multi-method 
approach has allowed the findings to be corroborated or questioned by 
comparing the data generated by different methods. Although this is a useful 
diagram in illustrating and simplifying the overall combination of methods, it 
must be recognised that the three methods do not necessarily come from 
opposite sides, opposing sides of the diagram (as illustrated) and approaches to 
the issue at hand, but rather each work to shape the other as described 
previously.
Figure 4.2 Methodological triangulation
M ethod 2: long 
unstructured
survey
Source: Adapted from Denscombe, 2003, p. 133
The qualitative and quantitative paradigms employed represent two major 
methodological frameworks in the social sciences, these are interpretivism and 
positivism respectively. The nature of the research dictated the choice of 
interpretivism as the guiding framework for a number of reasons:
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•  the complex and dynamic nature of the topic
•  the topic was subjective and experienced by people in different ways
•  the findings needed to be sensitive to the context
•  the researcher had to consider different elements in order to understand 
the phenomenon
• the initial research question was inductive, and as such should be 
informed by participants in an attempt to capture ‘insider’ knowledge
The additional use of a positivist framework offered more accuracy within the 
findings, assisted in the explanation of causal relationships between variables 
and allowed the initial qualitative findings to be tested and quantified. Its use 
has also allowed for greater ease of replication in future studies. The two 
approaches will hence be discussed in turn.
4.4 QUALITATIVE RESEARCH
“Existing studies in the field have generally been characterised by the 
quantitative approach where the perspective of the small firms’ 
owner/manager has been generally ignored” (Ateljevic, 2002, p.321).
As explained in section 4.3, a qualitative methodology was deemed important in 
the initial stages of this study as the research is aimed at developing new theory 
that is grounded in the real world and is based on the feelings and experiences of 
those involved in enterprise development in the region. This approach also 
helped to minimise bias by allowing data to emerge rather than testing a 
hypothesis. A further characteristic identified by Denscombe (1998) which was 
regarded as important in this case is that this method tends to stress the 
relationships and interdependencies of variables rather than considering them in 
isolation. This is significant considering the aforementioned complexity of rural 
tourism enterprise development as a research field.
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Figure 4.3 Qualitative research process
i r
Data Analysis
Data Collection
Theory
Development
■CL
Theoretical
Sampling
Theoretical
Saturation? I  YES
*
NO Reach Closure
Source: adapted from Dick, 2000
Figure 4.3 illustrates the stages of the qualitative research process as described 
in the following subsections. The process begins at the bottom left hand comer 
of the diagram with sampling.
4.4.1 Sa m p l in g
A purposive sampling method called theoretical sampling (Glaser and Strauss, 
1967) was used. Theoretical sampling is an emergent sampling method which 
was implemented parallel to data collection and analysis. As data was collected, 
specific areas of interest began to appear and gaps in the researcher’s knowledge 
were revealed. This sampling method is very flexible and allowed the 
adjustment of the data collection process to take account of new ideas or 
theories which emerged from research i.e. the samples that contributed to or that 
could provide useful comparisons to already emerging theories.
A prominent individual involved in tourism development in the region was 
chosen as the first interviewee. He was chosen as his work mainly involved 
tourism development in the geographical area in question and his experience in 
this area indicated a broad knowledge of the constraints on the development of
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rural tourism enterprise in the region. Following the principles of theoretical 
sampling, this initial interview provided some leads as to the second and further 
interviewees (Denscombe, 1998). This process also contributed to acceptance 
and trust, as informants could be recruited through mutual acquaintance 
intermediaries. These intermediaries provided common bonds through which 
interactive trust could be established (Lincoln and Guba, 1985, cited in Riley, 
1996). Where possible, this method was used to encourage participation in the 
study by “name dropping”. For example, in the initial contact stage it was 
mentioned that “X has participated in the study and suggested that your 
experiences in this area would be of great value to the research”. This was done 
only after asking the permission of X, in accordance with ethical 
responsibilities.
Table 4.1 Interviewees
Respondent
no.
Status/role
1 Tourism and enterprise development authorities
2 Tourism and enterprise development authorities
3 Entrepreneur, Mayo
4 Tourism and enterprise development authorities
5 Entrepreneur, Clare
6 Tourism and enterprise development authorities
7 Entrepreneur^ Sligo
8 Manager o f tourism attraction, Mayo
9 Entrepreneur and community tourism project director, Mayo
10 Tourism and enterprise development authorities
11 Manager of tourism attraction, Sligo
12 Manager of tourism attraction, Roscommon
13 Tourism and enterprise development authorities
14 Entrepreneur, Galway
15 Entrepreneur, Sligo
16 Entrepreneur, Leitrim
17 Entrepreneur, Leitrim
18 Tourism and enterprise development authorities
19 Entrepreneur, Donegal
20 Tourism and enterprise development authorities
21 Entrepreneur, Donegal
22 Entrepreneur, Galway
23 Entrepreneur, Roscommon
As illustrated in table 4.1, the study population included tourism entrepreneurs 
operating in the region, managers of tourism attractions and those involved in 
tourism and enterprise development (i.e. employed by state sponsored bodies in 
tourism or enterprise development). In total, twenty three interviews were
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carried out. Sixteen of these were with entrepreneurs or managers of tourism 
businesses, whilst seven were with those employed in state sponsored tourism 
and enterprise development bodies at regional or local level. The location of 
those interviewees involved in tourism and enterprise development has not been 
included for two reasons: firstly, some worked on a regional basis whilst others 
operated more locally and not necessarily at county level; and secondly, to 
maintain confidentiality for the participants. Participants’ characteristics varied, 
with all sizes and types of enterprises represented. Although theoretical 
sampling was used, the researcher did make some decisions regarding 
participants in order to ensure that each of the seven counties in the region was 
represented.
4 .4 .2  Q u a l it a t iv e  d a t a  c o l l e c t io n
Primary qualitative data was collected using a series of relatively unstructured 
'long interviews'. This data collection method is suggested by McCracken 
(1988) and has been successfully used over the last twenty years in tourism 
research (Teare, 1994; Riley, 1995; Hernandez et al, 1996; Decrop, 1999; 
Ateljevic, 2002). After identifying potential participants using the theoretical 
sampling method, each participant was contacted, initially by letter or e-mail 
and followed up with a phone call to organise the time, date and location of the 
interview. After a personal introduction and an explanation of the objectives of 
the study and ultimate uses of the resultant data, the interview began with a very 
general question reacquainting the interviewee with the subject and encouraging 
them to communicate freely their experiences and feelings. This question was, 
“what constraints have you experienced during your involvement in tourism 
development here in the west?”. During the course of the interviews the only 
verbal contribution of the researcher was the use of prompts. These were based 
on information which had already been offered by the respondent, and used in 
order to gather more detailed responses. Examples are: “tell me more about...” 
or “you mentioned.... can you expand on that?”. These interviews lasted 
approximately one hour or more dependent on the interviewee.
Before the practical research began, a pilot study was used to check if the 
methods chosen worked in the field. The pilot interview provided an opportunity
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to ensure the introductory question was clear and sufficient to achieve the 
overall aims of the study, to practice interviewing skills and also to test 
recording apparatus. There was a general introduction to the area of study in 
question which allowed the interviewee to describe his/her own experiences 
from which information emerged. The researcher took some short notes 
regarding the main topics covered by the participant; however, the interviews 
were also recorded to ensure that nothing was missed. This pilot was carried out 
on a tourism professional, however, the resulting data was not included as part 
of the study. The pilot revealed that the introductory question was suitable but 
that the researcher’s approach would have to be altered in order to ensure that 
respondents fully understood the objectives of the interview and were willing to 
share their experiences openly and honestly. Consequent introductions thus 
included a deliberate focus on the possible future use of this data by policy 
makers, the resulting benefits of their full cooperation and a reminder of the 
policy of confidentiality.
Initially interviews resembled long conversations (Dey, 1999), however, as the 
research matured they became more focused, selective and short. This is due to 
the fact that at a certain stage of the study most of the codes or themes had 
already been discovered and the purpose of additional interviews was to make 
comparisons and further develop already emerged theories. This is called 
selective coding. The emerging themes were briefly noted during the interviews 
and as suggested by Dick (2000), a tape recorder was used in order to keep a 
detailed record of the interview and facilitate data analysis.
4 .4 .3  A n a l y s is  o f  q u a l it a t iv e  d a t a
Following the recommendations of Glaser and Strauss (1967) and Riley (1996), 
analysis and data collection took place almost simultaneously (as illustrated by 
the circular movement in figure 4.3). Once the first interview had been 
completed and transcribed, it was analysed in order to initiate the process of 
theory development. Analysis was completed using the computerised data 
analysis programme, ‘NVivo’. This programme is one of several programmes 
designed specifically for the analysis of large amounts of qualitative data. This
99
particular programme was chosen following consideration of the alternative 
programmes for its apparent simplicity and ease of use.
As data was collected various themes or ‘codes’ began to appear, for example, 
during each interview the participant talked about several different themes. The 
themes or codes were physically separated and as more data was collected these 
codes were developed further to form theories. This process is referred to as 
"coding" (Strauss and Corbin, 1996). 'Coding' is broken down into three stages: 
'Open coding', 'axial coding' and 'selective coding'. Dey (1999) summarises 
these three phases of analysis as:
1. Categorising the data (open coding)
2. Connecting categories (theoretical or axial coding)
3. Focusing on a core category (selective coding)
Using the Nvivo system, the researcher identified and physically highlighted 
each individual theme or category (open-coding). Once the second interview 
was coded the data was compared to identify patterns. During this process 
interconnections among categories were made (axial coding). This helped to 
differentiate between categories and subcategories and identify the emerging 
relationships or links between them. As more interviews were coded, certain 
categories became dominant (selective coding) and a theory began to appear 
(advancing to the next stage of figure 4.3, ‘theory development’). Categories 
were continually adjusted through ‘constant comparison’ (Riley, 1996) so that 
new findings were accommodated into the emerging theory. As areas within the 
research which required further development were identified, more data was 
collected and compared to the existing theory using the data analysis procedure 
described above. Once additional analysis no longer contributed to discovering 
anything new about a category this confirmed that the theory had been fully 
developed. The final two stages of the process (figure 4.3), 'Theoretical 
saturation’ (Strauss, 1987) and ‘closure’ had been reached.
At this point a body of qualitative data explaining the constraints on rural 
tourism enterprise in the west from the perspective of those involved had been 
compiled. This finalised the second stage of triangulation as illustrated in figure
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4.2. The quantitative research, as described in the following section, completed 
this process by confirming and quantifying the initial results.
4.5 QUANTITATIVE RESEARCH
The second phase of the primary research involved a quantitative approach. 
Despite an increased interest in qualitative research in recent years, quantitative 
methods continue to dominate social and economic research. Tourism 
researchers in particular have traditionally favoured the quantitative over the 
qualitative approach (Walle, 1997; Jennings, 2001) due to the economic 
significance of the industry. Denscombe (2003) states that the principal 
advantages of quantitative analysis revolve around five main themes including 
its scientific nature, confidence in the findings, measurement, ease of analysis 
and presentation. While interviews provided detailed qualitative insights, the 
quantitative research generated valuable data upon which to ground the 
discussion of development constraints experienced by tourism entrepreneurs in 
the region. A quantitative methodology establishes the nature of truth by testing 
hypotheses. As illustrated by figure 4.1, in this instance, the hypotheses was 
provided by a combination of the preliminary findings of the qualitative research 
and those of the literature review which were verified and strengthened using 
the quantitative survey.
Surveys are the principal type of quantitative data collection method used by 
researchers and this method was chosen as the most appropriate in this case. A 
postal survey was considered one of the least time consuming and inexpensive 
ways of collecting the data considering the large numbers, the wide 
geographical spread and the heterogeneity of the research population. This 
method is also relatively convenient for respondents and provides a greater 
sense of anonymity. An online survey was also considered, however, this 
method would have increased the risk of sampling error by excluding those who 
did not have a business e-mail address. Sampling, data collection and analysis 
occurred consecutively and are described in the following sections.
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The study population was made up of owners and managers (in the case of some 
larger establishments) of tourism enterprises in the seven counties of the western 
region. The sampling frame, constructed as a microsoft excel database (see 
appendix 2), was compiled using four sources. The first three were subscriber 
databases, kindly contributed by the three regional tourism authorities serving 
the region under study (i.e. Northwest Tourism, Ireland West Tourism and 
Shannon Development). The fourth source was the online version of the 
‘Golden Pages’ business directory. This fourth source was used in order to 
increase the size of the sampling frame and to ensure the representation of those 
enterprises that were not subscribed to their regional tourism authority. The 
sampling frame included a total of 3313 tourism enterprises. For the purposes of 
the database, each enterprise was categorised, firstly by the county in which it 
was located and secondly by the industry sub-sector in which it operated, 
additionally, each was given a code number used for identification.
4 .5 .1  Sa m p l in g
Table 4.2 Sample size breakdown
County
Types o f  operation C
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©ota
C/3
Total
Per
type
Hotel 10 16 21 2 11 1 3 66
Self-catering 36 31 52 7 43 6 11 185
Hostel/campsite/caravan park 5 8 9 1 4 1 2 29
B&B/guesthouse 70 45 105 12 52 9 20 314
Transport 7 4 4 0 2 1 0 18
Tour operator 7 5 8 3 3 0 5 31
Visitor attraction 10 12 3 2 2 2 6 37
Activity provider 13 9 7 2 7 2 4 45
Total entrepreneurs per 
county
159 130 209 29 125 22 51 725
Selecting the appropriate sample size was the next issue. Applying Neuman’s 
(2000) rules of thumb, the sample size in this instance should be somewhere 
between 10% and 30% of the total population which is 3315 (i.e. 332-995). 
Krejcie and Morgan’s (1970) formula indicates that a sample size of 346 should
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be used in this case. Taking into account the difficulties associated with 
response rates, a sample of 725 was deemed appropriate. The sampling method 
chosen was stratified random sampling (Denscombe, 2003). This method 
ensured that each category or strata (i.e. county and sub-sector) was included. 
As illustrated in table 4.2, the numbers included for each category are directly in 
proportion to those in the research population. In this way, the responses given 
by the sample were more likely to be representative of those of the wider 
research population.
Response rate
One of the most common criteria for judging the effectiveness of any survey 
research method is to look at the response rate it achieves (Dc Vaus, 1996; 
Denscombe, 2003). Denscombe (2003) also states that response rates are 
affected by a number of factors including the nature of respondents, the subject 
of the research and the social climate. Personalising communication between the 
researcher and respondent is often emphasised as a key factor in stimulating the 
response rate from postal surveys. As such, if respondents believe that their 
opinions are unique and singularly important, they are more likely to complete 
and return the questionnaire (Cavusgil and Elvey-Kirk, 1998; Keegan and 
Lucas, 2005). This theory was applied by using individuals’ first names where 
possible and using a cover letter to stress how the entrepreneur’s particular 
contribution was important to the success of the research. A closing date for 
return was included on the questionnaire, allowing a window of approximately 
ten days for respondents to reply. Questionnaires were received without any 
prior notification, thus yielding a relatively low response rate. In order to 
increase this rate, each of the respondents who failed to return their completed 
questionnaire was identified by matching questionnaire code numbers to the 
sampling frame and contacted by telephone (Keegan and Lucas, 2005). This 
raised the response rate significantly from 20% to 36%. Approximately 92% of 
those questionnaires returned were useable.
4 .5 .2  D a t a  c o l l e c t io n
The purpose of the questionnaire was to test and quantify the initial qualitative 
findings and those of the literature review and to gain additional information 
with regard to the profile, characteristics and attitudes of tourism entrepreneurs
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in the region. Whilst the qualitative research and findings of the literature review 
served as a foundation to draw up the questionnaire, one particular study, 
developed as part of doctoral research by Ateljevic (2002) and conducted in 
central New Zealand, provided some useful guidelines. Following the granting 
of permission by Dr. Jovo Ateljevic, a number of questions included in his 
questionnaire were used either in their original state or slightly altered to suit the 
Irish context. This facilitated the later comparison of the results of the two 
studies, which were both conducted in similarly rural, peripheral and 
underdeveloped regions.
The survey (see appendix 1) which aimed to test and quantify the issues 
identified during the qualitative research process and gather additional 
contextual data was posted out to respondents consisted of three components: a 
covering letter explaining the objectives of the research and the role of the 
individual respondent, a questionnaire with identification code and a pre-paid 
return envelope. The questionnaire was divided into six sections: the first 
section asked respondents to provide background information in relation to their 
business and their motivations for owning or establishing the business; the 
second section examined the training and development needs of respondents; the 
third section explored the issues related to business operation; the fourth section 
focussed on the respondents’ views and experiences of the business support 
available; the fifth section examined the marketing activities of respondents; the 
final section sought to obtain information with regard to business turnover and 
the demographic characteristics of the respondents. One of the main difficulties 
faced while developing the questionnaire was how to cover all the main issues 
concerning different types of individuals and tourism operations in an 
acceptable number of questions. Although the questionnaire was eight pages 
long, the questions were designed to be easily answered by ticking or placing 
numbers in boxes.
A pilot study was carried out (Jennings, 2001) in order to achieve the answers to 
a number of questions:
•  Are the questions easily understood by the target respondents
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•  Will the respondents complete the entire questionnaire (i.e. is it too 
long?)
•  Are the respondents willing to divulge all of the information that is 
requested of them
• What is the probable response rate
The pilot questionnaire was posted to a sample of 30 enterprises throughout the 
seven counties representing a cross section of the eight industry sub-sectors (see 
table 4.1). A response rate of 30% was achieved. The pilot study revealed that 
the questionnaire was not difficult to administer and more importantly, none of 
the respondents found the lengthy questionnaire to be an obstacle. Responses 
indicated no significant problems; however, several of the questions were 
reworded in order to ensure that they could be more easily understood.
4 .5 .3  A n a l y s is  o f  d a t a
Once the data had been collected, the next step was to make sense of it. The raw 
data was analysed using the SPSS quantitative data analysis computer 
programme. The quantitative data from the questionnaires had to be coded and 
inputted into the system. From there calculations and cross references could be 
made. Descriptive statistics were illustrated through extensive use of tables, 
graphs and charts to evaluate the relative importance of and linkages between 
variables and produce data which facilitated the interpretation of qualitative 
data. The results of the quantitative research were divided into two distinct areas 
in the final write up. Firstly, they provided profiling information thus creating a 
context within which the constraints could be analysed and discussed. Secondly, 
the quantitative data provided supporting evidence, quantifying and testing those 
initial qualitative results and the findings of the literature review. The findings 
of the survey revealed some factors to be either more or less significant than 
indicated by the qualitative data. The answers to open ended questions on the 
questionnaire were not coded like the other data but rather used as additional 
evidence and examples in support of the emerging theory.
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4.6 E T H IC S
With regard to the scientific community, the researcher’s reputation had to be 
protected along with that of the community as a whole. It was necessary to 
ensure that research findings are derived in a morally and professionally 
responsible way (Jennings 2001). This included the application of a code of 
ethics, the moral and social responsibility of the research, the researcher's level 
of skill or ability to conduct the research, appropriate referencing, appropriate 
research methods and validity. Based upon a list of general guidelines (Jennings, 
2001) the ways in which ethics were applied within the context of this thesis are 
described below.
On selection of each potential interview participant, they were contacted in 
advance and informed, preferably in writing, about the research. This was not 
practical in the case of questionnaire respondents due to the size of the sample, 
however, an informative cover letter was included in the mail out. The 
information supplied to both sets of respondents included an introduction to the 
project, a brief description of what was expected of them if they chose to 
participate and details regarding the future use of the data which they supplied. 
Research participants had a right not to be deceived regarding any aspect of the 
research, therefore, information supplied had to be accurate and had to clearly 
state its purpose and any possible ways in which the findings may be used. 
Participation was voluntary, therefore, on receipt of the information detailed 
above potential participants had the right not to participate and the researcher 
did not force unwilling participants. Each individual had the right to refuse to 
answer any questions or to withdraw from the research at any time during its 
conduct. Individuals also had a right to have any personal information or data 
treated as either confidential or anonymous. The informant was told of this at 
the outset to avoid confusion or 'other harm', as detailed above. The 
methodology used in this case assisted with assuring confidentiality as it 
resulted in an accumulation of the data collected rather than a comparative 
analysis of individual cases. Participant’s final right was to be allowed to access 
the research findings. A copy of the thesis or part thereof will thus be forwarded 
to participants on request.
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Based on the above, the following guidelines were followed in the completion of 
this research project:
•  Potential interview participants were contacted as far in advance as possible, 
preferably by post or e-mail; telephone was used if necessary in order to 
confirm appointments. All individual participants initially received general 
information regarding the research project, what was expected of them and 
how the information was to be used following its collection and analysis.
•  Participation was voluntary. Participants had the right to withdraw from the 
research at any time and were not forced in any way to participate at any 
time.
•  Personal information was treated as either confidential or anonymous, as 
requested by research participants.
•  Research participants were forwarded a copy of the published results on 
request.
4.7 LIMITATIONS
Despite the many advantages of the methodology described, there are a number 
of limitations which were experienced during its use. Although the sampling 
error was reduced as much as possible through the use of a stratified sampling 
method, a relatively low response rate may limit the generalisation of some of 
the findings. This phenomenon was also contributed to through the obsolescence 
of some of the information received from the regional tourism authorities and 
the golden pages; for example, a small number of the businesses listed were no 
longer in operation. In the ideal case, the sampling frame should coincide with 
the population of interest. As described above, different sources of information 
were used in order to ensure that as many enterprises as possible were included 
in the frame; however, there may be businesses that were not identified. 
Considering the information and resources available and the often informal 
nature of tourism enterprises, it was impossible to be 100% accurate.
4 .6 .1  E t h ic s  s t a t e m e n t
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The study was constrained by the extreme diversity of tourism entrepreneurs in 
the region. The differing expectations and ambitions of entrepreneurs led to 
varying levels of commitment to growth and development. The broad variety 
made generalisations in some circumstances difficult to make with any real 
accuracy. The structure of the tourism industry itself in some ways constrained 
this study. The abundance of some types of tourism operations, for example, bed 
and breakfasts, meant that some sub-sectors gained a disproportionate voice in 
survey results. These issues have been addressed in part through the cross 
referencing of many variables in order to isolate groups according to their 
responses. The accuracy of the findings was also dependent on the openness and 
honesty of respondents. Focusing on the financial questions, Sloan and 
Chittenden (2006) highlighted the fact that the self-employed frequently 
understate their income in surveys and that the actual income of the self- 
employed is 1.55 times greater than reported in national surveys.
There is one aspect of the qualitative methodology which seems to be self- 
contradictory. Despite one of the aims of the methodology being to reduce the 
bias which occurs within research, the interpretation of data was nevertheless 
dependent upon the researcher’s interpretation of the data (Blumer 1979, cited in 
DeBurca 1995). The shaping process may have been influenced by a number of 
factors including the researcher’s experience, knowledge of the industry, 
personality, etc. In addition, due to the broad nature of the research topic, the 
numer of factors to be examined and the limited resources available, this thesis 
has not fully exhausted all opportunities for theory generation. In order to 
broaden understanding of the constraints on rural tourism enterprise 
development and also to establish more generalised assumptions for further 
investigations a further research is deemed essential and suggestions in this 
regard will be made in the concluding chapter. In summary, though each of the 
methods used entails a number of significant constraints, the use of two diverse 
but complimentary methods along with an extensive literature review has 
contributed considerably to overcoming the limitations identified.
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4.8 C O N C LU S IO N
The heterogeneity and diversity of tourism entrepreneurs as a research 
population has presented a particular methodological challenge. The methods by 
which this challenge has been addressed have been described in this chapter. 
Triangulation was considered the most appropriate approach in tackling the 
objectives of this thesis, as the approach that allowed the observer to fully 
inhabit the multiplicity of perspectives in the sector. Long unstructured 
interviews provided a real insight into the experiences of respondents whilst the 
consequential quantitative survey tested the initial findings and added further 
contextual information. Data collection, analysis and findings were further 
contributed to by an in depth analysis of existing research and the resultant 
development of a theoretical framework which has provided a more formal 
structure by which such research outcomes can be presented. The following 
chapters will focus on the findings in relation to the internal factors and 
characteristics (chapter 5) and the external factors (chapter 6).
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CHAPTER 5:
THE ENTERPRISE AND THE ENTREPRENEUR:
PROFILES AND CONSTRAINTS
5.1 INTRODUCTION
In order to further develop rural tourism enterprise and thus the industry as a whole it 
is essential to understand the characteristics and management practices of rural 
tourism enterprises. This is of particular significance from the perspective of 
government intervention and policy development. Drawing on the combination of 
methods described previously, the objective of this chapter is to create a picture of 
tourism entrepreneurs and enterprises in the region and describe the characteristics 
which may constrain their development or impact upon potential constraints. The 
chapter is divided into three main sections. The first two describe the characteristics 
and the potential constraining factors associated with, respectively, the enterprise 
(5.2) and the entrepreneur (5.3). Evidence provided by the literature review suggests 
that the profile of the entrepreneur and the enterprise may potentially have an impact 
on the constraints, and on their perception of such. The final section thus briefly 
examines the evidence supporting this assertion.
5.2 THE ENTERPRISE AND ITS MANAGEMENT
Despite the suggestion by McCartan-Quinn and Carson (2003) that the entrepreneur 
and the enterprise are essentially the same, the framework proposed by Ateljevic 
(2002)defines them as separate entities. It is Ateljevic’s findings which form the basis
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for the emerging theoretical framework (see section 2.4.3), though its findings 
support both of these theories, paradoxical though that may seem. The findings guide, 
therefore, to the separation of this chapter into two (sections 5.2 and 5.3) but all the 
while recognising the inextricability of these two elements (as graphically illustrated 
by the overlap in the theoretical framework, figure 2.5). It is of no small importance 
that this overlap be borne in mind throughout the chapter, and as underlying each 
particular element of the chapter.
5 .2 .1  T y p e s  o f  e n t e r p r is e  a n d  o w n e r s h ip
Respondents of the quantitative survey were asked to indicate the principal activity of 
their business. As illustrated by figure 5.1, the B&B/guesthouse and self-catering 
sector are dominant, which is representative of the research population and reflects 
the sector make-up in similar rural destinations, such as central New Zealand 
(Ateljevic, 2002). It must also be pointed out that 13% of businesses indicated that 
they were involved in more than one tourism business activity, corresponding with 
Morrison’s (2006) ‘portfolio’ guise or typology. Long and Lane (2000) call this 
‘pluri-activity’, “a situation where individuals and family units live from several jobs 
rather than just one, giving variety and reducing risk” (p.303). Although 13% is a low 
figure, it must be recognised that entrepreneurs usually have additional business 
interests in sectors other than tourism. Indeed as discussed in the following section, 
most entrepreneurs have some form of additional income, in order to offset the low 
turnover and unpredictability of the tourism sector.
It may be useful to compare the statistics illustrated in figure 5.1 to establish whether 
the sample is representative of tourism enterprises nationwide. However, a difficulty 
has presented itself in locating comparable data. That collected by Fáilte Ireland (the 
main provider of statistics) represents only those registered with Fáilte Ireland, the 
number of whom is significantly lower than the total figure of existing businesses, 
especially in the self-catering and B&B/guesthouse categories. The absence of a 
comprehensive database is a constraint on the development of rural tourism enterprise 
in the western region, from the perspective of the decision-makers, the stakeholders 
themselves and the observers such as academics. This lack of knowledge of basic 
numbers and enterprise profiles hinders the development of effective enterprise 
development policy. This lack of basic knowledge illustrates the extent of policy
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makers’ ignorance. This thesis aims to address a gap in understanding regarding the 
challenges faced within the sector. However, application of the findings and 
recommendations is based on an assumed prior knowledge of the scale and profile of 
existing rural tourism enterprises. Comparing the statistics illustrated in figure 5.1 
with the sampling frame compiled for the purposes of this study (see appendix 2), it is 
at least possible to confirm that the number of survey respondents in each category is 
representative of the study population (i.e. tourism enterprises in the west of Ireland).
Figure 5.1 Principal business activity
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Different industry sub-sectors (or business types) exhibit distinctive characteristics 
(Boer, 1999; Ateljevic, 2002; Reichel and Haber, 2004) and as such, enterprise type 
has the potential to affect those factors constraining enterprise development (see 
sections 5.4 and 6.8). For example, certain factors are more significant constraints to 
particular industry sub-sectors. As each of the constraining factors is examined in this 
and the following chapter, the findings revealed through cross referencing variables 
will be examined in order to establish if any such patterns exist.
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Figure 5.2 Position of respondent
No answ er
3%
joint owner or 
partner
32%
m a n a ta
9%
isole owner 
56%
In order to establish the position of the individual completing the questionnaire and 
also to illustrate the ownership structures of tourism businesses in the region, 
respondents were asked to indicate their role in the business (see figure 5.2). Almost 
all respondents were owners or joint owners of the business. 9% were managers, 
which usually occurred in larger organisations such as hotels. This concurs with the 
documented overall profile of small owner-managed enterprises in the rural tourism 
industry (Lee-Ross, 1998; Getz and Petersen, 2005; Lordkipanidze et al, 2005). It also 
reinforces the need for a thorough knowledge of not just the enterprises, but the 
entrepreneurs themselves (see section 5.3) who are so personally intertwined with 
business operation and development.
5 .2 .2  I n c o m e  a n d  p r o f it a b il it y
During the process of qualitative data collection, many respondents highlighted low 
profits within the sector and linked this issue to the other constraints identified (e.g. 
seasonality, cost of operations, etc.). It was therefore decided to briefly examine 
business turnover, profitability patterns and the contribution of tourism enterprises to 
household income.
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Figure 5.3 Business turnover
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When asked to indicate approximate annual business turnover, 55% of questionnaire 
respondents indicated turnover to be under €20,000, and only 29% had a turnover of 
over €50,000. When this information was cross referenced with business type (see 
table 5.1), hotels displayed the greatest turnovers, with none indicating a turnover of 
less than €100,000. Self-catering providers and B&Bs/guesthouses featured the 
lowest turnovers, with 73% of self-catering providers and 59% of B&Bs/guest houses 
having a turnover of less than €20,000 annually. Such low turnovers in the home- 
based accommodation sector may be linked to the concept of lifestyle 
entrepreneurship discussed in the previous chapter, and the fact that the majority have 
the luxury of additional incomes from other sources, such as a spouse’s salary.
Table 5.1 Highest turnover by business sector
1. hotels
2. activity providers
3. transport providers
4. visitor attractions
5. hostels/campsites/caravan parks
6. museums/galleries
7. tour operators
8. B&Bs/guesthouses
9. self-catering accommodation providers
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Despite the high positioning of the attractions and activities subsectors on table 5.1, 
during the qualitative data collection process, one entrepreneur believed these sub­
sectors to be less lucrative than those in the accommodation and catering sectors. He 
said of his own situation,
“There’s not a lot of money in hill walking... the money will stay with
the B&Bs and the pubs... that’s the difficulty” (Resp.17, entrepreneur,
Leitrim)
An examination of statistics gathered by Fâilte Ireland (2007) supports this 
respondent’s claim, showing that on average tourists spend 29% of their total 
expenditure on bed and board, 34% on other food and drink, 5% on 
sightseeing/entertainment, 10% on internal transport, 17% on shopping and 5% on 
miscellaneous expenditure. However, two characteristics have impacted on the order 
of these statistics. Firstly, it must be recognised that most providers in the activities 
subsector also provide accommodation and/or catering, ensuring the financial 
viability of their venture and their position as number two on table 5.1. Secondly, 
B&Bs/guesthouses and self-catering providers in the region tend to be very small 
scale operations, which has obvious implications for their turnover.
According to interview respondents, location in the western region also contributes to 
the limited turnover, due to physical isolation, since other locations would attract a 
larger market. Comparing the quantitative data collected in each county in the region, 
it may be observed that businesses in Mayo reported achieving the lowest turnover 
and businesses in Galway reported achieving the highest. This may be due to their 
location close to Galway city, the largest concentration of population in the region, or 
to the county’s status as a more established or ‘honeypot’ destination (the effects of 
location will be discussed in further detail in section 6.7).
These results have been compared to those of Ateljevic’s (2002) study carried out in 
New Zealand.
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Table 5.2 Comparison of turnover between Ireland and New Zealand
W estern region, Ireland Central N ew  Zealand
<€20,000 55.5% 40.7%
€20,000-€50,000 15.8% 55.5%
>€50,000 28.7% 3.3%
*these are approximate figures based on exchange rate June 2010
**N ew  Zealand data was published two years before the Irish data was collected (allowance has not 
been given for inflation etc.)
According to this comparison, the distribution of turnover among tourism enterprises 
shows some differences in the two comparable destinations. A greater percentage of 
entrepreneurs in the west of Ireland are reporting achieving turnovers in the lowest 
category compared to their New Zealand counterparts, however, the findings show 
that there is also a greater amount of entrepreneurs in the west of Ireland who report 
achieving turnovers in excess of €50,000. The majority of entrepreneurs in central 
New Zealand are in the middle category, reporting turnovers of between €20,000 and 
€50,000. This comparison illustrates a greater variance in turnover among tourism 
entrepreneurs in the west of Ireland as opposed to this comparable destination and 
highlights the heterogeneity among tourism enterprises in the region.
Although no specific primary data is available detailing the profit margins of 
enterprises, the above findings with regard to turnover considered within the context 
of the high operational costs identified by respondents during qualitative interviews 
and the existence in most cases of alternative sources of income, indicate poor profit 
margins for most tourism enterprises. Poor profit margins were considered by 
interviewees as a factor which dissuades potential entrepreneurs from investing in the 
tourism industry.
“it has to be somebody that has a bit of money to invest that isn’t 
looking for a return straight away it’s a long term thing. I mean we had
sea angling and things like that here for a while and that went, it didn’t 
make a profit, it just collapsed” (Resp.22, entrepreneur, Galway)
It was suggested that there were people with ideas but these people did not invest, as 
they failed to see the potential for a financial return. This is a constraint on the
development of rural tourism enterprise in the western region in that it limits the
number of enterprises establishing themselves in the region. However, it is a 
constraint which is currently counteracted by the existence of alternative incomes
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from other business activities and employment possibilities and by the attraction of 
the sector and location to lifestyle motivated entrepreneurs.
Contribution to household income
As found in several studies of rural tourism (Goulding et al, 2004; Hodur et al, 2004; 
Lynch, 2005; Harris et al, 2007), the tourism enterprise often provides merely a 
secondary income source. The results of the quantitative survey (see table 5.3) reveal 
that 25% of tourism entrepreneurs in the western region attribute less than 10% of 
their household income to their tourism business and a total of 72% attributed less 
than half of their household income to their tourism operation. This is significant in 
that the extremely low fraction of income coming from tourism enterprise points to 
the fact that it is often not that a given tourism enterprise is the primary activity which 
requires other activities to allow its existence, but rather that it is the tourism 
enterprise that exists as the secondary economic activity, supplementing the primary 
income from whatever source that may be. Only 14% attributed between 91 and 
100% of their household incomes to their tourism business.
This situation is very similar to that of central New Zealand where about 10% of 
owners were financially dependent upon tourism activity (Ateljevic, 2007). 
Comparing the information illustrated in table 5.3 to that of table 5.2, a direct 
correlation can be observed in the case of Irish tourism entrepreneurs, revealing that 
any tourism enterprise with a turnover of less than €50,000 requires an additional 
source of income. This of course is a generalisation and will vary from case to case, 
however, it is useful from a practical point of view to know approximately how much 
tourism entrepreneurs need to turnover in order to survive. In the case of 
entrepreneurs in New Zealand this figure appears to be lower, however, this 
corresponds with comparatively lower living costs as documented by Mercer (2008).
Alternative sources of income are clearly very important to tourism entrepreneurs and 
in turn the rural tourism industry. On the other hand, resulting time constraints and 
the prioritisation of the more lucrative forms of employment may have negative 
consequences for tourism enterprise development. The entrepreneur with another 
income may also be under less pressure to succeed, and thus lack the drive of 
someone who is totally dependent upon one enterprise. Or it may mean that tourism
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enterprises will retain their small, familiar feel, and their uniqueness, rather than 
adapting and homogenising to chase a perceived market. Again, as we will see so 
often, the perception of a factor as a constraint or opportunity is not a given within the 
factor itself, but is filtered through the characteristics, objectives and background of 
the entrepreneur and enterprise to become one or the other, and, vitally, this filter is 
dependent on mindsets, which can be influenced and changed, and which can guide 
an industry’s development in one direction or another.
Table 5.3 Household income from tourism operations by business type
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0-10 8 35 20 25 10 13 15 0 16 55 25%
11-20 8 18 0 0 0 0 4 0 13 24 13.3%
21-30 8 6 7 0 10 6 12 25 17 28 15.6%
31-40 0 5 0 0 10 13 8 0 9 15 8.3%
41-50 0 10 7 0 10 19 12 0 8 18 10%
51-60 0 0 7 0 0 0 0 0 4 5 2.8%
61-70 0 0 0 25 0 6 8 0 2 5 2.8%
71-80 0 3 20 25 10 0 15 0 5 12 6.6%
81-90 0 2 0 0 0 13 0 0 1 3 1.7%
91-100 54 2 13 25 20 19 19 75 6 25 13.9%
Table 5.3 illustrates the results of cross referencing this data with business type. As 
might be expected following the discovery of generally higher turnovers in this sub­
sector, hotels as opposed to other business types represent the greatest percentage of 
owners’ household income, illustrating the significance of enterprise profile in the 
consideration of development constraints (see section 5.4). In cross referencing 
household income from tourism operations by location, no significant correlation was 
apparent.
Profitability patterns
As illustrated by table 5.4, when asked to indicate changes in profitability over the 
last 3 years, only 23% of respondents overall showed an increase, 38% remained the 
same and 39% showed a decrease. Respondents offered a relatively bleak forecast for 
the next 3 years, with only 23% expecting an increase in profitability and 38%
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anticipating a decrease. When these profitability patterns were cross referenced with 
business type, the results revealed different levels of performance and optimism 
among the various business types. Hostels/campsites/caravan parks, visitor attractions 
and activity providers were the only groups to indicate an increase in profitability 
over the last three years. Self-catering entrepreneurs indicated that their profitability 
remained the same whilst the majority in all other business categories experienced a 
decrease in profitability. A particular pessimism among B&B/guesthouse owners 
reflects the overall demise of this sector in Ireland.
Table 5.4 Profitability patterns by business type
Las t three years Next three years
Increase
Remain 
the same Decrease
Increase Remain the same Decrease
hotel 23% 31% 46% 40% 50% 10%
self-catering 29% 44% 27% 25% 44% 31%
hostel/campsite/ 
caravan park 40%
33% 27% 36% 46% 18%
transport provider 25% 25% 50% 25% 50% 25%
tour operator 30% 20% 50% 37.5% 25% 37.5%
visitor attraction 40% 33% 27% 29% 57% 14%
activity provider 50% 31% 19% 50% 33% 17%
museum/ gallery 0% 0% 100% 0% 33% 67%
B&B/guest house 11% 40% 49% 12% 32% 56%
In cross referencing profitability patterns with location, the county where the highest 
percentage of respondents indicated that there had been an increase in profitability 
over the last three years was Roscommon. The counties where the highest percentage 
of respondents indicated a decrease were Donegal, Mayo and Sligo. With regard to 
expected profitability over the next three years, respondents in Mayo were the most 
pessimistic, with 44% indicating an expected decrease.
Examination of the results of the questionnaire are interesting within the context of 
national tourism statistics which reveal that in 2005 (when this questionnaire was 
distributed) Irish tourism was in the middle of a period of significant growth in terms 
of tourism numbers (see table 1.2) which did not end until 2008, 3 years later. This 
observation prompts an important question: how was it that entrepreneurs had 
experienced a decline in profits and were so pessimistic, considering the positive 
national statistics? Assuming that entrepreneurs were being honest in their responses 
and not falsely pessimistic, this disparity proves that tourist numbers are not the main
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factor in the profitability of these enterprises, and that respondents really are severely 
constrained by a range of other factors which are discussed within this thesis.
5.2.3 E n t e r p r is e  a g e
The quantitative research revealed a large quantity of relatively new enterprises. 22% 
of firms were in existence for five years or less, and a further 27% for between six 
and ten years, overall a total of 49% of enterprises had been in existence for ten years 
or less.
Figure 5.4 Age of enterprise
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These results may be attributable to one of two alternatives: either the previous ten 
years had seen a huge influx of new tourism enterprises; or tourism enterprises were 
starting up and dying within the first ten years. Examining international research 
supports the second of these alternatives. Siropolis (1986) and Buhalis (1996) identify 
that only a small percentage of tourism enterprises remain in operation for more than 
ten years. Research carried out in rural New Zealand showed that 43% of tourism 
businesses were operating less than five years (Page et al, 1999). However, a survey 
of small tourism firms in the UK, carried out by Thomas et al (1998), indicates an 
older profile, with about 40% of tourism businesses operating more than fifteen years.
Several authors suggest that the constraints experienced change as the firm moves 
through the different stages of its life cycle (Siropolis, 1986; Evans, 1987; Barber et
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al, 1989; Dewhurst and Bums, 1993; Bums, 2001). In order to test this theory, data 
ranking the principal constraints (see table 6.1) experienced by survey respondents 
was cross referenced with the age of the businesses. However, no significant patterns 
emerged indicating any difference between various enterprise age categories. This 
may be due to the fact that most tourism enterprises remain micro in size (as 
evidenced in the following section) rather than following the traditional growth cycle. 
This is particularly the case in the mral context (Lee-Ross, 1998). Age itself is not a 
constraint, but the problems experienced by tourism entrepreneurs limits the age to 
which a business can survive. In fact, Li (2008) found that the first two and a half 
years of a tourism firm’s life were the most risky, but also that if entrepreneurs 
survived this initial ‘valley of death’, their long mn chances of failure were rather 
low. This suggests that the age of an enterprise may have an effect on the constraints 
experienced, or at least may have an effect on how well an enterprise is able to 
respond to those constraints. This relationship further justifies the significance of the 
effect of the profile of the enterprise on the constraints experienced (see section 5.4).
5 .2 .4  E n t e r p r is e  s iz e
Smaller establishments are one of the characteristics of mral tourism (Lane, 1994; 
Fuller-Love et al, 2006; Cawley and Gillmor, 2008). According to Lee-Ross (1998), 
the more peripheral the location, the larger the proportion of smaller enterprises; as a 
result, issues associated with size are more significant in the case of a mral 
destination such as the west of Ireland. Table 5.5 illustrates the results of quantitative 
research in which tourism entrepreneurs were asked to indicate how many people 
their business employed. Quite a large percentage of people chose not to answer this 
question. Nevertheless, from the information that was collected, it may be observed 
that the vast majority of enterprises responding were micro in size employing fewer 
than 10 people, with a significant number not employing anyone.
121
Table 5.5 Number of people employed by tourism enterprises
employees 0 1-3 4-7 8-11 12-15 16+
Full-time (more than 30 hours)
At the busiest time o f  year 32% 43% 10% 3% 5% 8%
At the quietest time o f  year 50% 31% 8% 4% 4% 4%
Part-time (less than 30 hours)
At the busiest time o f  year 42% 35% 14% 4% 0% 5%
At the quietest time o f  year 68% 21% 6% 2% 0% 2%
Observing the turnover of tourism enterprises also offers us evidence of the size of 
their operations. Examining the results revealed in section 5.2.2, it may be concluded 
that in this regard most businesses are very small. Comparing the results illustrated in 
table 5.5 to those of WDC (2007), it may be observed that tourism enterprises are 
generally smaller than other types of rural non-farm enterprises. This may mean that 
any constraints relating to size are more pronounced in this industry.
The smaller size of tourism enterprises in the west can represent a constraint, 
particularly if they are competing with larger operators, offering an undifferentiated 
product or isolated from other tourism operators (Morrison and Teixeira, 2004; 
Bramwell, 1994). Due to the current economic recession, the economic climate has 
become more difficult for all businesses; however, small businesses are particularly 
vulnerable to macroeconomic variables since they have less financial ‘fat’ than larger 
firms (Morrison, 2002; Bums, 2001). According to Cawley et al (2007), small 
tourism enterprises individually have little influence over policy and may be 
underrepresented in national policy which restricts the capacity of the sector to 
develop fully. This lack of influence is reflected within the general attitude of 
entrepreneurs expressed through the empirical findings of the research, evidenced 
specifically by their suspicion and criticism of government agencies. There appears to 
be very few opportunities given to tourism entrepreneurs to contribute to policy 
formation or simply have their voices heard by bodies such as Failte Ireland. An 
example is the activity and adventure tourism seminar, a national annual event run by 
Failte Ireland which began in 2009. This seems an ideal platform for Failte Ireland to 
hear the problems and suggestions of small enterprises within this sector and to learn
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from the experiences of those who know this area more intimately than many of those 
working in Fâilte Ireland. However, instead of capitalising on this opportunity by 
holding focus groups and discussion forums on important sub-topics, in terms of 
communication, this event appears to be one-way, largely taken up with Fâilte Ireland 
employees presenting trends and statistics and detailing their achievements over the 
last year. This event also highlighted a further issue with regard to communication, in 
that many small enterprises within this subsector were not aware of its existence.
Financial and human resource deficiencies experienced by small tourism enterprises 
(Morrison, 2002) have consequences in other areas of the business, especially 
marketing, which can be costly.
“yes, I think you have to be smart how you market a small enterprise, 
you keep your costs down but you still need your awareness out 
there.” (Resp.15, entrepreneur, Sligo)
However, being ‘smart’ with regard to marketing, as the above entrepreneur put it,
may be rather challenging for entrepreneurs who have very little experience or
knowledge of marketing. One distinguishing factor of small enterprises is the
importance of the owner-manager’s influence on business activities. The owner-
manager seems to be omnipresent in every activity of a small firm (Reijonen, 2008).
As a result, time is a scarce resource for many tourism entrepreneurs who are trying
to balance many roles at once.
“What happens there is that I end up doing everything you know I’m 
stirring the soup, and I’m over doing a massage, I’m the yoga teacher, 
I’m the manager, I’m sort of everything plus I’ve got two kids, so the 
marketing, even though we’ve got all these great ideas, it’s relegated
the whole time and that’s a big problem” (Resp. 16, entrepreneur,
Leitrim)
Despite these problems, it must be recognised that smaller enterprises can also have 
their advantages. Smallness can be a competitive advantage for the enterprise 
(Morrison and Teixiera, 2004) by providing ‘authentic’ tourism experiences and 
personal guest relationships (Lane, 1994) and offering differentiated quality products 
and services to niche markets, perhaps counterbalancing some of the marketing 
challenges which size presents. According to Lynch (2005), accommodation 
products, such as many small hotels and guesthouses, in their attempts to emulate 
hotel-type accommodation, deny their very real private home setting origins, and end
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up lacking clear product definition with negative consequences for the consumer 
experience. This is very important for Ireland’s B&B sector who, instead of becoming 
like hotels, need to capitalise on their ‘real personality’, which Middleton (2001) 
believes provides small enterprises with an unshakable advantage. According to 
Cawley and Gillmor (2008), their competitive advantage lies in responding to the 
growing demand for the alternative experiences that they offer.
From a regional development perspective, the advantages of small tourism enterprises 
(especially those led by lifestyle motivations) include locating in peripheral areas 
unattractive to larger corporate investment, contributing to sustainable regional 
development and adding value to the economy, society and the environment 
(Morrison, 2002; Dale and Robinson, 2007). Morrison (2002) suggests that policy 
makers lack awareness of the potential contributions of small business and neglect to 
provide appropriate support infrastructure. However, the recent economic downturn 
has seen renewed interest among policy makers in the development of smaller 
indigenous enterprises, as the number of larger multinationals downsizing or 
discontinuing Irish operations increases and unemployment rises.
In summary, although size can represent significant advantages especially in the case 
of rural tourism, which by its nature is small scale it also presents serious operational 
constraints. These include isolation, lack of power and limited resources (financial, 
human and time) which may be further exacerbated by the economic recession. 
Further constraints may be presented by the lack of appropriate support for smaller 
enterprises which will be discussed in more detail in the following chapter. But, as 
with so many constraints, the small size can be an opportunity, if stakeholders can be 
brought to see it as such, and use it as such.
5 .2 .5  M a r k e t in g
Issues relating to marketing were frequently cited by interviewees. 83% of interview 
respondents cited marketing as a constraint to tourism enterprise development in the 
west. International authors found marketing to be a significant weakness for most 
tourism enterprises (Cooper, 1990; Cooper and Buhalis, 1992; Ellis and Joubert, 
1996; Buhalis, 1999) and claimed that this weakness results in a product orientation 
characterised by uncoordinated, isolated and troubleshooting marketing activities
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rather than a consumer-orientation. The rural context contributes to marketing-related 
constraints due to poor access to markets (Fuller-Love et al, 2006) and what Garrod et 
al (2006) refer to as the relatively limited ‘pulling power’ that rural destinations are 
able to achieve in increasingly competitive and global tourism markets.
Figure 5.5 Use of marketing plans
Just 13% of survey respondents indicated that they had a formal written marketing 
plan for the business, with a further 35% revealing the existence of an informal 
unwritten plan. Over half had no plan whatsoever, revealing this as an area of 
weakness among the subject group. Hotels were the greatest users of marketing plans 
with museums, galleries, self-catering providers and B&Bs/guesthouses indicating the 
least frequent, but occasional, use of such plans. The inability to plan strategically 
was ranked as the number five (out of a top ten) source of managerial incompetence 
in small business by Hodgetts and Kuratko (1995), and is certainly reflected in our 
findings concerning rural tourism enterprises in the region. This gap in management 
activity should be addressed by Failte Ireland who should promote the use of 
marketing planning through practical advice and the use of best practice case studies.
Entrepreneurs point out that there are several sources of advertising and that it would 
not be economically feasible to use all channels, but also that it is very difficult to 
decide what channel would be the most fruitful.
a formal written plan
13%
no plan
52% an informal 
unwritten plan
35%
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“I’ve got several marketing plans and all that but I just can’t crack it 
because you could spend more money on advertising, if every time 
you got a phone call with someone looking to sell an add, you just 
have to learn to say no, its hard to know what’s the best form of 
marketing, probably word of mouth is still the best way if your product 
is good” (Resp.7, entrepreneur, Sligo)
As illustrated in table 5.6, the survey found that the internet was considered by survey 
respondents to be the most popular and the most effective promotion/advertising tool, 
followed by personal selling.
Table 5.6 Use and effectiveness of promotion/advertising tools
Poor Goo«
1 2 3 4 5 6 7 total
Sales literature (e.g. 
brochure)
19 9 27 35 40 24 32 186
Personal selling 16 12 14 18 28 31 62 181
Advertising locally 38 29 30 33 22 17 16 185
Discounted prices 25 28 30 36 24 17 15 175
Merchandising 34 33 27 26 15 9 3 147
Advertising nationally 23 20 19 23 38 29 22 174
Guide books 11 14 30 28 28 37 39 187
Sponsorship 45 26 31 26 12 6 4 150
Internet 9 2 6 19 26 43 91 196
Advertising overseas 16 19 13 25 31 24 39 167
Radio 48 27 15 25 16 13 11 155
Other 2 0 1 0 1 3 8 15
When asked about the origins of their markets, most businesses indicated a balance 
between international and domestic tourists. The survey results correspond with those 
collected nationally by Fâilte Ireland (2007). Hotels, transport providers and visitor 
attractions were the businesses most dependent on the domestic market. Recent 
statistics show a decrease in the international market and a corresponding increase in 
the relative importance of domestic tourism activity. This is important with regard to 
marketing, and entrepreneurs wishing to capitalise on this trend need to adjust their 
product development and marketing activities accordingly.
Marketing is clearly a broad topic. The following three subsections represent the three 
principle themes regarding marketing which emerge from the findings of primary 
research (i.e. networking, e-marketing and market research). The underuse of these 
three important elements of marketing severely constrains the development of rural 
tourism enterprise in the region. As we will see, and as is probably obvious on even a
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moment’s reflection, the three are not unconnected, but for clarity of explanation , we 
will look at them separately here.
5.2.5.1 Networking
Survey respondents were asked to indicate the importance they placed on formal or 
informal networking. Of those who responded, 48% indicated that business 
networking was important and 24% indicated that it was very important. It was 
identified by interviewees that the benefits of networking in terms of marketing and 
packaging between tourism businesses in the west have not yet been fully recognised. 
Each business is currently working independently, whereas it is believed by 
respondents that more effective networking would result in significant ‘economies of 
scale’.
“We don’t have bed and breakfasts selling together or packaging 
together or tourism products and bed and breakfasts all coming 
together to do things like that compared to what other countries 
have... Everybody is kind of on their own in the west so to speak and 
that doesn’t work” (Resp.6, tourism and enterprise development 
authorities)
Respondents pointed out that by networking with other businesses individual 
businesses could get the maximum marketing coverage but the cost would be shared 
between each business. For example, instead of printing individual marketing 
literature for each business, it was suggested that businesses should collaborate and 
print a brochure that advertises each of their businesses, in conjunction with this 
brochure special offers and deals could be given in order to encourage people to stay 
in the area and give the tourist better value for money.
Additional to the wide recognition of the advantages of networking within 
international literature several national and local organisations believe that the 
development of clusters of attractions is a means not only by which small and 
medium-sized firms can collaborate at a national level to compete more effectively in 
the global marketplace but also at regional level, where it would enhance the overall 
attractiveness of a region and contribute significantly to the region’s economy (ITOA, 
2003; National Centre for Tourism Policy Studies, 2003; Roscommon Tourism, 2002; 
DIT, 2003). ITIC (2005) additionally highlights that clusters and networks of tourism
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operators contribute to the development of innovative approaches to product 
development and delivery.
The issue therefore is one of implementation. Survey respondents were asked to 
indicate the major barriers to such networking or cooperation. As illustrated in figure 
5.6, the three most cited barriers included lack of time, lack of interest by operators, 
and lack of coordination at regional level.
Figure 5.6 Barriers to networking/cooperation
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Physical isolation is an important barrier to networking. It is an inherent consequence 
of being located in the western region. With few tourism products in any given area, 
there is a lack of opportunity for networking (Fuller-Love et al, 2006). But the irony 
is, of course, that while it is a barrier to networking, physical isolation actually 
increases the need for its implementation (Morrison, 1998).
The lack of interest among many entrepreneurs is related to the fact of the identity of 
enterprise with entrepreneur, and with the personality of the entrepreneur. This means 
that in reality networking between businesses amounts to networking between 
individuals, with all its inherent pitfalls and possibilities for disputes or rivalry, but 
also of course its opportunities for personal and professional flourishing. This lack of 
interest highlighted may be due to a reluctance to enter into such cooperatives, 
perhaps due to the potential for disagreement owing to the differing aspirations and
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agendas of members or simply a lack of understanding about the possible benefits. 
According to Jones and Haven-Tang (2005), cultures of self-reliance among tourism 
entrepreneurs are barriers to accessing support and sharing good practice with other 
businesses. Peters and Buhalis (2004) and Jones and Haven-Tang (2005) blame the 
underuse of this tool on a lack of understanding and appreciation among 
entrepreneurs of how small business competitiveness could be enhanced through 
cooperation and networking with partners. Despite the fact that marketing co­
operatives save entrepreneurs money in the long term, they usually involve an initial 
investment from each of the members. Some well established existing examples 
include Town and Country Homes, Ireland’s Blue book, goireland.com, etc.
With regard to coordination, it was suggested by interview respondents that those 
involved in the tourism industry from a developmental level to an operational level 
should be aware of their local tourism product, for example, the organisation of 
familiarisation visits where they visit and experience the other tourism related 
products in their area,. The potentially valuable role of the development authorities in 
networking and creating links between businesses was highlighted by several 
interviewees.
“I think that north west tourism’s function should be to network 
everybody, they should be like the central hub and everybody should 
be working out of that but also linked to each other and that just does 
not happen, it just doesn’t” (Resp.16, entrepreneur, Leitrim)
The encouragement of networking between operators would also take pressure off
regional tourism development boards, whose marketing efforts have been severely
criticised (see section 6.6). However, despite the theoretical support of the tourism
authorities for such marketing clusters, several individuals experienced constraints in
getting practical marketing support from tourism development authorities.
“You need money to get that sort of marketing group off the ground 
and there’s no back up help and it’s only that we’re sort of funding it 
you know we’re the main thrust and we believe it’s a good idea 
although I’m not so sure because it diverts us from looking after 
ourselves” (Resp.14, entrepreneur, Galway)
Petrou et al (2007) recognise that there is a twofold challenge for policy makers. The 
first is to increase the number of businesses that join networks because of the benefits 
these can bring. The second is to build formal networks through the gradual evolution
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of informal groupings into more concrete structures. There are a number of 
contributions which could be made by tourism authorities in this respect including the 
facilitation of increased familiarisation visits, communication of the benefits of 
cooperative marketing techniques to tourism businesses, the assignment of clusters of 
products to mentors and easily accessible funding for the implementation of 
cooperative marketing strategies, the identification and encouragement of 
‘champions’ (Hall, 2004) within the private sector and the further promotion of 
destination branding as a means of cluster development. Hall’s (2004) model 
identifying a direct relationship between the density or thickness of networks and the 
degree of regional competitiveness is useful in that it provides a strong case for the 
wider use of networking. The reproduction of this study in Ireland and the publication 
of its results may be a fruitful exercise in this regard.
Given the awareness of the need to collaborate revealed by the results of the 
questionnaire, there is an absence of practical application. Considering the 
significance of networking to the quality of the overall rural tourism product tourism 
development authorities need to assist enterprises to utilise networking opportunities 
to their full advantage. For the isolation of the small enterprises themselves, an 
isolation bom of the very nature of the rural enterprise, means that networking will at 
best be only sporadic and ad-hoc if left to develop naturally, from the bottom up. 
Moreover, efforts on the part of development authorities to promote networking is the 
kind of external input that need not negatively influence the authentic and unique 
nature of each product, indeed, could even be part of the message of that overseeing 
body, that when networking, be aware of and safeguard the diversity and also the 
uniqueness of what each enterprise is offering.
5.2.5.2 E-Marketing
There is no doubt that computers are present in rural business. When, in this study, 
entrepreneurs were asked what computers were used for in the business, it was 
revealed that the most popular uses were bookings and reservations, business 
correspondence and on-line marketing, in that order, with only just over half using 
them for marketing. That bookings be taken is obviously positive, but there is a need 
to develop greater awareness and utilisation of e-marketing as a tool for the 
geographically isolated business.
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Figure 5.7 What computers are used for
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In general, e-marketing has become vital for tourism entrepreneurs as a result of the
increased spontaneity and changed booking behaviours of tourists (Poon, 1997).
Many interview respondents recognised the increasing significance of the internet as
a cost effective marketing channel for small businesses.
“If you look at the way its is going, 46% of visitors who are coming to 
Ireland use the internet to plan their itineraries” (Resp.10, tourism and 
enterprise development authorities)
The statistics gathered using the questionnaire (illustrated in table 5.6) show that the 
internet is seen by questionnaire respondents as the most effective method of 
marketing. Considering the physical isolation of this region and the massive growth 
of internet use among target markets, effective e-marketing is extremely important. E- 
marketing can provide access to a global audience, even for the most remote business, 
eliminating the effects of distance, in this regard at least (Irvine and Anderson 
(2008)).
Most entrepreneurs in the region claim to be using the internet as a marketing tool; 
however, according to themselves and their critics, they are perhaps not using it to its 
full potential. 13.7% of questionnaire respondents identified a Tack of knowledge of 
internet marketing’ as their number one marketing constraint (see table 6.7). Further
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analysis of quantitative data revealed that 86% of enterprises use computers, with 
hotels and transport providers being the greatest users and those operating 
hostels/camping/caravan sites showing the lowest levels of usage. This difference 
may be as a result of the size of the enterprise, since according to Duffy (2006) the 
size of the enterprise has a direct impact on the levels of I.C.T. adoption.
Table 5.7 Use of computers by business type
Yes No
hotel 100% 0%
self-caterine 85% 15%
hostel/campsite/caravan park 73% 27%
transport provider 100% 0%
tour operator 100% 0%
visitor attraction 100% 0%
activity provider 96% 4%
museum/ gallerv 75% 25%
B&B/guest house 88% 12%
These statistics also show that the internet is the most widely used method of 
marketing. From the consumer perspective, Failte Ireland statistics (2009) shows that 
the internet has now taken over as the most popular source of information for 
choosing and planning a holiday in Ireland. However, the under-utilisation of 
effective e-marketing strategies was highlighted not only by some interviewees but by 
Irish tourism development and representative bodies (Bord Failte, 2003; WDC, 2003; 
ITIC, 2003; Shannon Development, 2003) and by international literature as a 
constraint on enterprise development. For example, Buhalis (1999) and Matlay (2004) 
documented that small tourism enterprises are unable to promote themselves through 
the emerging I.C.T. media and computer reservation systems due to difficulties 
related to the perceived costs associated with the implementation of e-business, lack 
of medium to long-term strategic planning, and skill shortages and deficiencies in 
ICT-related expertise (Matlay, 2004). E-marketing, it is true, is not free, nor is it 
effortless, but increased knowledge would make both of these issues more malleable 
to the individual business.
Irish author Duffy (2006), interestingly, and encouragingly, for it is a solvable 
problem, observes that the major barriers to I.C.T. adoption amongst small rural 
accommodation providers are a fear of technology itself, and a fear of displaying 
ignorance, especially to peers. The challenge is to overcome the obstacles to internet
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marketing, almost certainly achievable through training, which need not be 
inordinately expensive and through the provision of expertise. Since this research was 
carried out Failte Ireland have begun the implementation of their ‘web-check’ service 
where an e-marketing expert advises entrepreneurs about their website. This is an 
excellent idea but as yet only a relatively small number of firms have benefitted.
5.2.5.3 Market research
Two of the top components of managerial incompetence are, according to Hodgetts 
and Kuratko (1995), a lack of a market approach to business and an inability to plan 
strategically. Market research was referred to by respondents within two contexts, 
that which is undertaken by entrepreneurs themselves and that which is undertaken by 
tourism authorities. The latter will be dealt with in chapter six, as an external factor, 
but here is one of the many examples of how the internal and external factors overlap.
Considering marketing undertaken by the entrepreneurs, interviewees recognised the
value of research in establishing and developing a tourism-based business.
“For anybody now that would be setting up a bed and breakfast 
business, they would really have to do research, a lot of research I 
think” (Resp.3, entrepreneur, Mayo)
However, the results of the survey revealed that relatively few tourism businesses 
carry out market research. Just 45% of respondents indicated that they conduct some 
type of market research, with customer needs being the subject most frequently 
researched.
Table 5.8 Use of market research
Yes No
Customer needs 49% 51%
Quality of customer service 47% 53%
Local competition 34% 66%
Possible new product/service 37% 63%
The business environment 26% 74%
Effectiveness o f your marketing 38% 72%
133
Table 5.9 ( < !
Cu
sto
m
er
 n
ee
ds
C ! J <
Qu
ali
ty
 
of
 
cu
sto
m
er
 
se
rv
ic
e
Lo
ca
l 
co
m
pe
tit
io
n
i (
Po
ss
ib
le
 
new
 
I 
pr
od
uc
t/s
er
vi
ce
i
Th
e 
bu
si
ne
ss
 
en
vi
ro
nm
en
t 
! C 1
Ef
fe
ct
iv
en
es
s 
of
 
yo
ur
 
m
ar
ke
tin
g
hotel 62% 62% 69% 54% 46% 46%
self-catering 52% 48% 29% 31% 15% 27%
hostel/campsite/caravan
park
60% 47% 33% 33% 27% 40%
transport provider 50% 50% 0% 50% 0% 25%
tour operator 30% 30% 30% 20% 10% 10%
visitor attraction 44% 38% 13% 38% 13% 38%
activity provider 46% 38% 35% 46% 31% 58%
museum/ gallery 50% 50% 50% 25% 0% 25%
B&B/guest house 35% 35% 25% 25% 21% 27%
As illustrated by table 5.9, hotels are the greatest users of market research. Tour 
operators and B&Bs/guesthouses are the weakest in this area. The findings 
correspond to international literature which documents a lack of marketing research 
among tourism entrepreneurs (Hohl and Tisdell, 1994; Ellis, 1996; Buhalis, 1999; 
Behringer and Mester, 2005), which is believed to debilitate tourism enterprises’ 
knowledge of their consumers’ needs and wants, preventing them from identifying 
methods for improving services in order to meet consumers’ expectations and meet 
their full potential. Irish tourism entrepreneurs compared favourably with those of 
New Zealand, where Ateljevic (2007) found that virtually no consumer research was 
undertaken. Nevertheless, the lack of market research is a constraint to the 
development of rural tourism enterprises in the western region. Entrepreneurs are 
targeting a niche market in an increasingly competitive marketplace and it is thus 
vital to be aware of and design the tourism product around consumer needs. It is also 
vital to assess the effectiveness of marketing campaigns. This information is 
relatively simple to gather, once one knows how, and would be of great benefit to the 
successful development of any enterprise.
In summary, marketing represents significant constraints for rural tourism enterprises 
in the west. Most entrepreneurs appear to be generally aware of the benefits of 
networking, however they are not using networking opportunities to their full
134
advantage. Development organisations such as Fâilte Ireland need to develop 
methods of assisting enterprises to network more effectively. These methods need to 
reflect the lack of time available to entrepreneurs and the geographically dispersed 
nature of enterprises in most rural tourism contexts. Most enterprises make use of 
computers but once again information technology is clearly not being used to its full 
potential. Development authorities again have an important role in showcasing up-to- 
date examples of best practice. Fâilte Ireland have already made positive progress 
particularly in the e-marketing area with their ‘bizcheck’ service; however, just a 
small number of businesses have benefitted so far. Market research appears to be 
totally underused among rural tourism enterprises. Information illustrating simple and 
practical examples of ways of collecting and using research would be of assistance to 
enterprise development. There is plenty of scope for merging supports in these three 
areas, for example, the encouragement of collaborative e-marketing and the increase 
in awareness of web-based research methods.
5.2.6 H u m a n  r e s o u r c e s
It must be remembered that at least 20% of tourism enterprises in the western region 
have no additional employees apart from the owner/manager as a result this section is 
closely interlinked with section 5.3, which discusses the characteristics and potential 
constraints associated with the entrepreneur. This overlap between enterprise 
operation and the individual also supports the emerging theory illustrating the impacts 
of entrepreneur and enterprise profile on the potential constraints (see section 5.4).
Nevertheless, many entrepreneurs in the region recognised human resources as a
development constraint.
“You have to have good management and a good staff and they’re 
vital to getting it to work.”(Resp.9, entrepreneur and community 
tourism project director, Sligo)
Employers are finding it increasingly difficult to recruit enthusiastic, high calibre 
young people into the industry. This constraint has been recognised by tourism 
authors worldwide (Goss, 1991; Cooper and Buhalis, 1992; Ateljevic and Doome, 
2003; Ateljevic, 2007). Unfortunately, due to factors such as poor profit margins, 
seasonality and the labour-intensive nature of the sector, many positions, especially in 
the hospitality sector, are subject to comparatively low wages and long hours. The
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resulting high turnover of staff works against maintaining high quality standards and 
employee commitment (Goulding et al, 2004; Ateljevic, 2007).
Interview respondents recognised that the tourism industry is unattractive to young
people as a career choice. Martin et al (2006) consider the poor image and status of
careers in the industry to be the greatest challenge to tourism employment. The lack
of interest in pursuing careers in this industry also leads to the enrolment of low
calibre students on tourism and hospitality based courses, which will have
implications for the quality of staff in the tourism industry.
“Well, Killybegs’ [tourism college] biggest problem now at the 
moment is the quality of the students and they are taking very 
unsuitable people to fill numbers” (Resp.21, entrepreneur, Donegal)
A suggestion offered was the expansion of part-time and evening courses for 
managers and employees who are already in the industry. This would improve the 
skills of those working in the industry, improve staff retention by increasing staff 
motivation and satisfaction and also it would boost the dwindling numbers on tourism 
courses. The Irish tourism industry representative body, ITIC (2003) highlights that 
there is an urgent need to ensure a continuing inflow of new entrants from the 
education system into the tourism workforce. Although the benefits of tourism-based 
courses were highlighted, it was also pointed out by respondents that training must
also have a practical element rather than being totally academic. Academic
programmes need to retain strong links with industry and keep focussed on industry 
needs. An assessment of existing education and training programmes should take 
place along with an examination of international best practice in this area in order to 
develop a range of programmes which are best suited to the needs and available 
resources of entrepreneurs.
The issues above lead to a shortage of skilled staff, which has serious implications for
the quality of the tourism product. According to Morrison (2002), human resource
poverty is a key factor contributing to business performance. For example, some
respondents believe that the traditional Irish friendly welcome is disappearing.
“I think that the hospitality has gone out of people it certainly in this
area is gone out, one time you were made welcome now you’re not,
you’re just an individual like and it’s a pity, I’ve found that now, even 
in the local hotels the receptionist is a wonderful person, the bloke 
behind the bar that’d be giving you a drink he couldn’t care less
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whether you were black or green or pink he just throws it, there’s no 
nice approach to a person anymore, its what do you want, kick it out to 
him, and take his money.” (Resp.23, entrepreneur, Roscommon)
Although this example clearly does not represent the entire tourism workforce and is 
countered by Ireland’s position in the Lonely Planet’s top ten friendliest destinations 
(2010), this new and arguably growing attitude among employees is a constraint for 
tourism development in view of the fact that there are many relatively similar 
competing destinations. For example, eastern European countries whose tourism 
industries are just being developed and as a result of this they often have a greater 
appreciation for the benefits presented by the tourists, consequently they have a 
genuine welcome for tourists that we perhaps had when our industry was in its 
infancy. Can one train workers to be friendly? Maybe not, directly, bar a silly “Have a 
nice day” facade, but at least if one is employing motivated and suitable people, and 
training them in such a way that they continue to see the value of what they are doing, 
it might go some way to having people in the sector who are positive about their 
work, and therefore more likely to be spontaneously friendly.
Indeed, the scripted ‘have a nice day’ façade mentioned above has been applied 
successfully in a number of larger organisations such as McDonalds where staff are 
ordered to strictly follow a script and ‘smile’ at customers. The greatest advantage of 
this standardised approach, perhaps at the cost of staff morale, is quality assurance, 
however, should rural tourism enterprises consider such an approach or should they 
concentrate on showing their personalities and offering a unique experience to each 
customer. Considering the qualities sought by the contemporary tourist (see section 
2.2.2), the latter appears to be the most appropriate tactic.
Barber et al (1989) document a link between staff benefits and firm size claiming that 
the larger the business the more attractive the staff benefits. Major hotel chains have 
tried to combat the problems faced by staff as outlined above, by offering positions 
with training and career opportunities but smaller enterprises find it more difficult to 
do this as a result of limited resources (Johns and Mattson, 2005), little opportunity 
for the division of tasks, professional employees and proper training (Buhalis, 1999). 
The results of qualitative research indicated that employers are aware of the above­
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mentioned problems associated with low pay, but are themselves restricted by these 
limited resources.
“There’s the minimum wage, minimum working week and all of those 
sort of rules and regulations which are very good but in a marginal 
business like tourism its very hard, and if people work over 8 hours, 
they get overtime, never in the offices but generally those are 8 hour 
jobs anyway and if we were making lots of money then you could put 
up everybody’s wages...” (Resp.14, entrepreneur, Galway)
ITIC (2003) also made reference to the management problem of sourcing the funds to 
employ high calibre personnel considering the relatively low profit margins evident in 
the industry.
Figure 5.8 Downward spiral of human resources
In summarising the issues discussed in this section, there appears to be a negative 
downward spiral of elements, and breaking this cycle represents a considerable 
challenge. The cycle (see figure 5.8) is particularly characteristic of smaller 
employers; however, regardless of size, location-related factors also appear to 
contribute significantly to the already problematic topic of human resources, 
especially in terms of recruitment. Due to the rural and isolated nature of the western 
region, the pool of suitably skilled staff is relatively small. According to Nilsson et al 
(2005), in peripheral locations the local community often lacks education, training 
and entrepreneurship. Hohl and Tisdell (1994) propose that this problem forces 
entrepreneurs to try to employ mostly outside personnel, but the perception of poor
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working conditions makes it difficult to draw people into the region for employment. 
Respondents considered that appropriate training and the raising of public-awareness 
to bring the “failte” back to Ireland and raise consciousness of the value of tourism to 
the Irish economy and Irish life (BMW Regional Assembly, 2003) was important to 
tourism enterprise development.
The concept of lifestyle entrepreneurship certainly has implications with regard to 
the entrepreneur his/her self (see section 5.3.3), however, it may be the case that the 
effects of this phenomenon stretch further to the employees of rural tourism 
enterprises. That is, that potential employees are attracted by the idea of working in a 
rural location and in a pleasant working environment. For example, many outdoor 
activity instructors are attracted by a combination of the above two elements rather 
than being entirely motivated by money. Seasonality may also have a positive effect 
in this regard as instructors often find it tiresome to do the same thing all year round 
and tend to find alternative employment during the winter, often abroad in better 
climates. This concept has not as yet however been verified and further research 
would be necessary to make use of it in a practical sense, but it may mean that 
employees could be attracted to both the region and to the industry through targeted 
marketing much similar to the way in which tourists are targeted.
5.3 THE ENTREPRENEUR
The findings in this section include the age, gender and marital status of 
entrepreneurs. These factors both provide background information about the sample 
but also contextualise and in some cases contribute to the constraints discussed 
throughout this thesis. The section closes with a discussion of the important topic of 
entrepreneurial motivation, important for any entrepreneurial activity because it will 
absolutely shape the enterprise’s activity, but even more important in the context of 
this study because of the specificities of the sector in question, in which, it seems that 
unless there is a revolutionary upheaval in social and business norms, most 
enterprises can never develop beyond a relatively small size, and beyond a relatively 
small level of profit.
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This section on entrepreneurial profile has an importance of its own in that tourism 
authorities, in dealing with enterprises are in fact dealing for the most part with one 
individual, with whom one can identify the business, and so to understand what the 
business needs is to understand what the person wants and needs, and vice versa. So it 
is that this section will complement the section on enterprise profile, but must also be 
understood separately from it, because, paradoxically, so intimately linked with it.
5.3.1 Age
The survey revealed a relatively older profile, with 73% of respondents being over 45 
years of age (see figure 5.9). These findings correspond with data on general 
entrepreneurship in Ireland from the Global Entrepreneurship Monitor Irish report 
(Fitzsimmons and O’Gorman, 2005). They also correspond with the findings of 
Morrison and Teixeira (2004) in Glasgow, Ateljevic (2002) in central New Zealand, 
Pasanen (2003) and Komppula and Reijonen (2006) in Finland. It may therefore be 
observed that tourism entrepreneurs in the west of Ireland are on average of a similar 
age to Irish entrepreneurs in general and to comparative tourism specific samples 
worldwide.
Figure 5.9 Age profile of respondents
65+ 20-24
7% 1 1%
45-54
34%
In order to establish if there was any variation between business types, the two 
variables of age and business sub-sector were cross referenced. The results did not 
reveal any significant findings; however, entrepreneurs indicating the principal
140
business activities of hostel/camp-site/caravan park, B&B/guest house, visitor 
attraction and self-catering accommodation tended to have an older age profile than
the other business types.
5 .3 .2  G e n d e r , m a r it a l  s t a t u s  a n d  t h e  r o l e  o f  f a m il y
The survey indicated that there are slightly more female than male tourism 
entrepreneurs in the region. When this data was cross referenced with business type, 
it was revealed that most business types feature a majority of male entrepreneurs 
apart from the B&B/guesthouse and self-catering sectors. 79% of B&B/guesthouse 
entrepreneurs and 52% of self-catering providers are female. Similar studies have 
revealed that the dominance of female entrepreneurs in the home-based 
accommodation sector is universal (O’Connor, 1995; Ateljevic, 2002; Lynch, 2005; 
McGehee et al, 2007). In the western region, the small size of enterprises is important 
in this regard, since Lynch (2005) documents a shift in the gender balance with 
increasing male representation as establishments become larger. The Global 
Entrepreneurship Monitor, Irish report (Fitzsimmons and O’Gorman, 2005) which 
accounts for all industries, shows that the male to female ratio among established 
entrepreneurs in Ireland is 3.1 to 1. This illustrates the value of the tourism industry 
as a tool to create entrepreneurial opportunities for Irish women.
The percentage of respondents indicating that they were married is just over 79%; this 
is a higher proportion than is evident in the general adult population. According to the 
national census (CSO, 2006), just 51% of the over-20 age group is married, and 72% 
of the 45-54 age group, which is the most highly represented in this sample. This high 
percentage concurs not only with the prevalence of family-owned-and-operated 
businesses within the international tourism industry (Carter et al, 2002; Getz and 
Carlsen, 2005; Morrison, 2006; Smith, 2006; Reijonen and Komppula, 2007), but also 
the finding that in the majority of cases tourism activity represents only a small 
percentage of household income with a partner being employed outside the tourism 
enterprise in most cases.
With the B&B/guest house category dominating the research population in the 
western region, it may be observed that most of the respondents represented home- 
based businesses, which indicates at least some level of family involvement. As 
revealed above, female entrepreneurs form the majority in the home-based
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accommodation sub-sector. Such entrepreneurs often pursue entrepreneurial 
opportunities in the home-based tourism industry in order to combine commercial and 
domestic domains (Morrison, 2006; Harris et al, 2007) with a view to the attainment 
of lifestyle goals. Evidence of this was provided by several questionnaire respondents 
who identified their motive for establishing their enterprise as being at home to raise 
children.
This type of organisational structure represents both advantages and constraints with 
regard to the development of rural tourism enterprise in the western region. On a 
positive note, family involvement can add to the guest experience by allowing tourists 
a better glimpse into local life (Morrison, 2006). According to Peters and Buhalis
(2004), the family orientation of enterprises is characterised by effective stakeholder 
relationships, niche market advantages, market and labour flexibility and market 
credibility. The particular constraints, however, which were identified within the 
literature review included the business being an extension of the proprietor’s 
domestic environment (Buhalis, 1999), poor management skills (Getz and Carlsen, 
2005) and irrational and unfounded decision-making processes as a result of the 
influence of family priorities and values (Buhalis, 1996). Human resources are also a 
problem identified in a later study by Buhalis in which he identifies that entrepreneurs 
recruit family members and relatives as personnel and suppliers, even though more 
appropriate/qualified alternatives can be found in the market place (Buhalis, 1999). 
Additionally, family involvement factors are very closely related to the concept of 
lifestyle motives since many entrepreneurs may place family concerns over business 
success or growth.
Examining the socio-demographic profile of tourism entrepreneurs has contributed to 
the achievement of objective two of the thesis. The elements discussed above also 
have a role in providing a context within which the constraints can be discussed and 
are, in many cases, interlinked with those constraints (see section 5.4).
5 .3 .3  M o t iv a t io n
Questionnaire respondents were asked to identify the primary and secondary 
motivations for owning their business. The overall most frequently cited primary 
motive was ‘to make money’ . Interestingly however, considered within context, those 
who cited ‘to make money’ as their primary motive represented less than one third of
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respondents, indicating that over two thirds identified alternative non-financial factors 
as their primary motive.
Figure 5.10 Motivation for owning business
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Almost 10% of questionnaire respondents cited ‘other’ as their primary motive and 
were asked to elaborate on their answer. Out of those who elaborated on their choice, 
40% cited family-related motives such as “being at home to raise my children” (this 
may be considered within the findings with regard to gender and family 
involvement); 28% cited the use and maintenance of old buildings, for example “to 
maintain inherited property”; 20% cited the provision of required services or the 
preservation of culture/tradition, for example “promotion of Irish language and 
culture”; and 12% cited “tax breaks” or other such incentives as their main motive.
The results were further analysed in order to identify any existing relationships 
between motivations and business type. In examining the findings it can be observed 
that those primarily motivated by the prospects of making money were 
accommodation providers (i.e. hotel, self-catering or B&B/guest house). Statistics 
gathered by Fâilte Ireland (2007) show that this is one of the most lucrative sub­
sectors of the industry, with tourists spending 29% (on average) of their total 
expenditure on accommodation whilst spending only 5% on 
sightseeing/entertainment and 10% on internal transport. In cross referencing
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motivations with location within the region, no significant patterns were identified. 
Analysis further highlights that the economic performance of those who indicated 
economic motivations is not significantly different than those who indicated 
alternative motivations, that is, those who indicated economic motivations are not 
necessarily making more money than those motivated by other factors.
The findings with regard to motivation concur with those of a number of 
contemporary tourism authors (Bums and Dewhurst, 1996; Ateljevic, 2002; Lynch, 
2005; Morrison et al, 2008) who found a dominance of lifestyle-motivated 
entrepreneurs in rural areas. The location of the business and the motivation of its 
owner are closely connected, as perceived ‘lifestyle’ may be influenced by the 
aesthetic appeal of a particular geographic location (Morrison, 2006). The western 
region represents a location displaying many attractive facets such as scenery, 
friendliness, relaxed pace of life, etc. which may draw not only tourists but also 
potential entrepreneurs in. It may be argued that if potential entrepreneurs were 
primarily economically motivated they would locate their business in an urban 
location where they are likely to have a larger customer base. The tourism sector also 
tends to have a greater lifestyle appeal than alternative industries (Ateljevic, 2007).
The existence of lifestyle motivations presents both a constraint and a resource for 
tourism in the western region and similarly isolated and underdeveloped regions. 
Lifestyle orientation is believed by some to be a key factor contributing to business 
underperformance (Morrison, 2002). In fact, Gray (2002) believes that non-financial 
motives and personal expectations are the most important obstacles to enterprise 
growth or traditionally measured successful performance. Table 3.2, in chapter 3, 
shows the specific negative consequences of lifestyle entrepreneurship. The findings 
of empirical research provide a limited amount of evidence which both supports and 
challenges existing theory on this topic. The size of tourism enterprises in the western 
region indicates the constraint of business growth which may be caused by the fact of 
these enterprises being lifestyle motivated (Ateljevic and Doome, 2001; Morrison and 
Teixeira, 2002; Hollick and Braun, 2005), although there is no evidence to prove 
whether this is deliberate on the part of the entrepreneur. The findings challenge the 
lack of ambition, vision and inclination to increase production cited by Morrison and
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Teixeira (2004) since 45% of questionnaire respondents indicated that their business 
had been successful in expanding its product/service range in the previous five years.
A ‘hobbyist’ approach (Goulding et al, 2004; Morrison and Teixeira, 2004) was 
evident among the sample, as the vast majority had additional sources of income 
(Sharpley, 2001) with their enterprise accounting for less than 30% of their household 
income in most cases. The additional sources of income and hobbyist approach, 
which can be equated with lifestyle entrepreneurship, also counteract the long term 
survival problems documented by Dewhurst and Horobin (1998 and 2004) in that the 
business is not essential to economic stability and entrepreneurs may be inclined to 
protect their chosen ‘lifestyle’. With regard to some of the negative implications of 
lifestyle motivations documented within international literature, the findings did not 
indicate any connection between motivation and implications for product quality 
(Morrison and Teixeira, 2004); negative impacts on the economic and social health of 
the community (Dewhurst and Horobin, 1998; Hollick and Braun, 2005; Morrison et 
al, 2008), or a lack of competitiveness (Getz and Petersen, 2004); or overreliance on 
government intervention (Sharpley, 2001). Such findings may be specific to the 
particular context, however, further research may be necessary to prove or disprove 
the existence of such relationships within the western region.
Enterprises in the region were characterised by marginal/mediocre performance 
(Hollick and Braun, 2005) and small employment (Hampton, 2003) but this may be 
more to do with the small size of enterprises, the location, the part time/seasonal 
nature of the industry and the lack of financial resources rather than their owner’s 
motivation. Or it may well be that what one stakeholder would consider a negatively 
small size and a marginal performance is what the lifestyle-motivated entrepreneur 
sees as ideal, precisely to maintain his/her lifestyle.
One important consideration is the fact that without such motivations there may be 
very little private sector investment in the region due to poor economic viability in 
many areas as a result of physical isolation and the limited size of the market 
(Morrison et al, 2008). Another is the values of the entrepreneur which often 
correspond to those of consumer groups (Ateljevic and Doome, 2001) such as the 
rejection of modem urban living (Andrews et al, 2001) and an environment desirable
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for its ‘difference’, relative isolation and pace of living (Long and Lane, 2000). In 
fact, the blurring of the boundaries between entrepreneurial and tourist motivations 
could result in the western region attracting entrepreneurs who were former tourists 
who had made repeated visits to the destination before opting to run a small business 
there, as was the situation documented by Williams et al (1989) in Cornwall. This 
phenomenon may be largely responsible for the number of tourism enterprises in 
Ireland’s western region. So although they have many negative characteristics, 
lifestyle entrepreneurship may well be necessary for development of rural tourism 
enterprise in the western region.
The results of quantitative data analysis indicate that tourism entrepreneurs tend not 
to be entirely motivated by either lifestyle or economic objectives but rather a 
combination of the two, which is subject to several factors. Despite the apparent 
lifestyle appeal of the industry, these enterprises exist within a capitalist economy 
which generally dictates that they must at least break even in order to be viable 
regardless of the owners motivation. Komppula (2004), who documents a study of the 
existence of this phenomenon in Finland, argues that tourism entrepreneurs need to 
earn a satisfactory level of funds to enable the enjoyment of their chosen lifestyle, 
which calls for at least sufficient profit. Sloan and Chittenden (2006) document the 
necessity for personal economic stability in order to prioritise lifestyle-related 
motivations. However Ireland’s current economic recession may have a knock-on 
effect on the start-up rates of lifestyle-related enterprises due to a decrease or a 
perceived decrease in economic stability. On the other hand, the downturn may have 
a positive effect on enterprise formation by offering opportunities for the 
unemployed, for gaps produced by closing businesses, and for presenting good 
bargaining opportunities with regard to physical resources.
This finding raises several interlinking issues. The first is a methodological one: can 
one presume that the way in which a participant answers one question defines them as 
a lifestyle/economically motivated entrepreneur. Motivation is a subjective and 
intangible trait which is, even for the individuals themselves, difficult to identify. 
Also as previously suggested, perhaps the very situation of entrepreneurs in this rural 
setting and their choice of business sector proves that all members of the research 
population are, at least to a certain extent, lifestyle motivated. Assuming the results of
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the survey are reliable with regard to motivation proves that marginal/mediocre 
performance is not necessarily a characteristic of lifestyle entrepreneurs in the region, 
as proposed by Hollick and Braun (2005) and judging by traditional economic based 
business models these types of entrepreneurs are just as successful (or unsuccessful) 
as their money-minded counterparts. This finding also highlights the potential 
insignificance of motivation with regard to economic performance. As identified 
previously, turnovers are very low within the rural tourism sector. This appears to be 
more to do with business size, location, seasonality, unpredictability and limited 
market size than entrepreneurial motivations. This is not to say that motivations are 
not important, as clearly they have a direct or indirect impact on many of the issues 
discussed in this thesis, and they will affect, at the very least, how advice and 
initiatives from overseeing bodies are received.
5.3.4 E d u c a t i o n , t r a i n i n g  a n d  e x p e r i e n c e
Survey results revealed that 23% of tourism entrepreneurs in the western region have 
achieved primary university degrees or higher. By cross referencing the responses 
obtained with data collected by CSO (2006), it may be observed that the sample 
displays an above-average level of education compared with the rest of the Irish 
population.
Table 5.10 Education levels of tourism entrepreneurs/general population
Irish Population 
(CSO, 2006)
Tourism 
Entrepreneurs in the 
West
Primary education 22% 8%
Lower secondary 23% 18%
Upper Secondary 29% 32%
Third level
Non-degree 10% 19%
Degree or higher 16% 23%
Source: adapted from CSO, 2006
However, these results do not compare favourably to those of Ateljevic (2002), who 
studied tourism entrepreneurs in New Zealand, or Shaw and Williams (1987), who 
carried out their study in south west England. Their results revealed the number of 
tourism entrepreneurs having achieved a degree or higher as 30% and 33%
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respectively. If observing the findings of Bianchi (1993), who proposed that ‘being a 
college graduate’ contributes to entrepreneurial success, Irish tourism entrepreneurs 
may be considered to be at a disadvantage. However, Shaw and Williams’ study 
(1987) conversely reported a significant negative correlation between levels of 
education and venture performance, casting doubt on the high value which is often 
placed on formal academic education in this context. As a result, it cannot be 
concluded whether a lack of formal education is a constraint on enterprise 
development or not. However further research cross referencing the variables of 
education and business success within tourism entrepreneurship may resolve this 
issue (see section 5.4).
Figure 5.11 Courses/training undertaken by owner/manager
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Formal academic education did not entirely account for respondents’ qualifications. 
The survey results revealed that 60% of owner/managers had completed some type of 
business related training. As illustrated in figure 5.11, the most common courses 
undertaken were in IT and marketing. Cross referencing the type of training 
undertaken with the type of business did not reveal any remarkable findings (see table 
5.11) however it was found that the uptake of personal or management training 
mostly consisted of those in the hotel industry. This may be due to the fact these
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businesses were generally larger than other business types and thus required such 
skills more than other business types. This concurs with Lynch’s (2005) findings, 
which documented an association between training orientation and size with a greater 
propensity towards training as the unit increases in size. Table 5.11 also illustrates the 
general level of training apparent among entrepreneurs in each sector.
Table 5.11 Entrepreneurs having undertaken courses/training by business type
Personal or 
training 
management
M arketing IT
Small
business
management
Business
start-up O ther
hotel 46 38 31 23 0 0
self-catering 15 29 37 15 6 3
hostel/campsite/ 
caravan park 7
20 20 33 7 7
transport provider 50 50 75 25 25 25
tour operator 30 20 40 0 10 20
visitor attraction 25 38 31 13 25 25
activity provider 12 31 42 15 19 12
museum/ gallery 25 25 25 50 50 50
B&B/guest house 15 17 40 11 6 11
Questionnaire respondents were consequently asked to identify further training needs. 
Out of those answering the question regarding unmet training needs, 24% of 
owner/managers indicated that they themselves have unmet training or skills 
development needs. 58% of respondents did not reply when asked about the training 
or skills needs of their staff however this is reflective of the small, owner and often 
family-run nature of the business. Of those who replied, just 20% indicated that their 
staff had unmet training or skills development needs.
According to Morrison (2002), management skills and training are key factors 
contributing to business performance. Buhalis (1999) and Cameron (1984) document 
a lack of know-how and training among tourism entrepreneurs. Komppula (2006) and 
Ateljevic (2002) consider the capabilities of the entrepreneur to be a major 
contributing factor to low profitability and ultimately a high failure rate. Grant (2003) 
links these deficiencies specifically to the rural environment, whilst Cameron (1984) 
and Morrison and Teixeira (2004) document the additional problems for smaller 
entrepreneurs, who need a much wider knowledge than their counterparts in larger
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business and multi-skilling in every category of staff. If skills are as low and training 
as important as literature indicates, why is the percentage of tourism entrepreneurs in 
the western region indicating unmet training or skills development needs so low? 
Could it be that the need may be greater than that indicated by questionnaire 
respondents? Duffy (2006), focussing on the area of information and communication 
technologies, observes that the major barriers to ICT adoption amongst small rural 
accommodation providers in Ireland are a fear of technology itself, and more 
significant in this case, a fear of displaying ignorance especially to peers. Research 
carried out by Sharpley and Vass (2006) revealed a degree of ambivalence regarding 
the need for training. Failing this, perhaps tourism entrepreneurs are unaware of the 
existence of training needs personally or within their organisation. Either way the 
failure to identify needs in this area represents a constraint on the development of 
rural tourism enterprises in the western region.
In analysing the unmet needs of the various industry sub-sectors, it was revealed that
a far greater percentage of hotel owners/managers identified unmet needs than
respondents in any other sub-sector. However this is likely to be linked with their
generally higher numbers of staff than other business types. Respondents were
consequently asked to expand on their indicated training needs. Only 33 respondents
did so; however, of those who offered further information, 61% indicated that they or
their staff required some type of computer training with 30% specifically mentioning
web design. 21% wrote that they required training in the area of marketing, whilst
some requirements were very specific, such as cookery, gillieing, language, etc.
Interviews also highlighted similar training needs, for example,
“They know that the internet is where more of their business is going 
to come but they’re not that sharp on it you know but they’re not tuned 
in... they could do with a bit of training” (Resp.10, tourism and 
enterprise development authorities)
In summary, there are three possible constraints with regard to training:
1. The lack of appropriate training available in these areas (IT, web design and 
marketing)
2. The lack of awareness of training available
3. The lack of uptake of training opportunities
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Evidence supporting a lack of awareness of training available is supplied by Fâilte 
Ireland (2008), who found that “Awareness of Fâilte Ireland as a provider of training 
services is limited, particularly outside the hotel sector” (p.9). This problem has also 
been identified internationally by Ateljevic and Doome (2003) and Hollick and Braun
(2005). The final constraint above may be as a result of several factors. Morrison and 
Teixeira (2004) cited limited time, resources and capacity available to narrow skill 
gaps as obstacles to business performance among small hospitality firms whilst 
Cameron (1984) recognises that entrepreneurs have few opportunities to widen their 
knowledge and experience once up and running due to the nature of running a small 
business.
Survey results indicated that there are several bodies providing training for tourism 
entrepreneurs in the region. As illustrated in table 5.7, the most popular sources of 
training are institutes of technology/universities, Fâilte Ireland, private providers, 
FAS and Regional Tourism Development Boards. Respondents were consequently 
asked to indicate the provider(s) of any courses taken and how beneficial they found 
the training. The results, illustrated in table 5.12, show that those providers achieving 
a predominantly positive result with regard to the helpfulness of their course(s) were 
I.T.s/universities and LEADER with 62% and 61% respectively of respondents 
indicating that courses taken were very helpful.
Table 5.12 Providers/helpfulness of courses
Do not know Not very helpful Helpful Veryhelpfiil
Total uptake
Bank 67% 33% 3
I.T./University 3% 3% 32% 62% 34
Private provider 18% 14% 32% 46% 28
F£ilte Ireland 21% 9% 39% 31% 33
Regional tourism 
authority
27% 15% 50% 18% 22
Local authority 38% 16% 38% 8% 13
Trade association 50% 17% 33% 6
Chamber of commerce 57% 43% 7
Leader 13% 26% 61% 15
County Enterprise board 27% 53% 20% 15
FAS 7% 7% 39% 47% 28
Other 27% 7% 33% 33% 15
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Table 5.13 Previous occupation
Previous Occupation Frequency %
Tourism, Leisure, Hospitality 21 15.1%
Teachers (University/school) 18 12.9%
Administration, Secretary 20 14.4%
Farming/fishing 10 7.2%
Nurses 9 6.5%
Marketing, Management 5 3.6%
Builder, Carpenter, Mechanic 5 3.6%
Officer, Public servant 3 2.2%
Retailing 7 5%
Manufacturing/manual worker 9 6.5%
Property developer, Real estate 1 0.7%
Engineer (various fields including computer and IT) 3 2.2%
Journalism, Broadcasting 2 1.4%
Finance, Accounting, banking 9 6.5%
Other* 17 12.2%
TOTAL responses 139 100%
Missing values 86 38.2%
* housewives, courier/taxi, student, army, librarian
Table 5.13 illustrates the previous occupations indicated by survey respondents. Just 
62% responded to this question. It reveals that only 15% of those who responded had 
previous experience in the industry. The findings with regard to previous occupation 
are almost identical to those found by Ateljevic (2002) in New Zealand, where 15.9% 
had previous experience in the tourism, leisure and hospitality industries. Shaw and 
Williams’ study (1987) of tourism entrepreneurship in south west England also 
reported that most entrepreneurs had little experience in the industry. In their study of 
B&B entrepreneurs in New Zealand’s North Island, Hall and Rusher (2004) found 
that although nearly two thirds had prior entrepreneurial experience, only 25% had 
experience in the tourism industry. Within general Irish business literature, Kinsella 
and Mulvenna (1993, cited in O’Gorman and Cunningham, 2007) found that over 
75% of all individuals who set up their own firms held managerial positions in their 
employment immediately prior to going it alone. Comparison with this literature 
reveals that entrepreneurs attracted to the tourism industry both in the western region 
and similar destinations worldwide are vastly different with regard to their previous 
relevant experience than those in alternative business sectors. The low entry barriers 
of many sectors of the tourism industry (Hollick and Braun, 2005; Haber and Reichel, 
2007) have been documented as one of reasons behind this, since they attract 
entrepreneurs with limited formal education or experience directly relating to the
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industry sector. Morrison and Teixeira (2003) reveal that the extent of managerial 
competences is extremely variable as many perceive the operation of such service 
operations to be simple with a low skill requirement and low capital involved in many 
cases (Long and Lane, 2000), especially the home-based business sector where 
tourism is usually a secondary source of income.
In summary, the apparent lack of education and training among tourism entrepreneurs 
in the west is a constraint on enterprise development and the study reveals a 
significant need for training in several areas. The issues contributing to this constraint 
include a lack of recognition among entrepreneurs regarding their training needs, a 
lack of appropriate training available, a lack of awareness and uptake of existing 
training and the very low percentage of entrepreneurs with previous experience in the 
industry prior to establishing their enterprise. All of this ties in with the findings 
discussed earlier regarding marketing (see section 5.2.5), as was further evidenced by 
entrepreneurs who identified training needs specifically in IT and e-marketing.
5.4 IMPACTS OF ENTREPRENEUR AND ENTERPRISE 
PROFILE ON INTERNAL CONSTRAINTS
Both empirical and secondary data have continuously made reference to the impact of 
the characteristics of the entrepreneur and the enterprise on the constraints 
experienced. For example, Byers et al (1997) mention various personal factors which 
affect enterprise development whilst the top ten sources of managerial incompetence 
compiled by Hodgetts and Kuratko (1995) include mostly personal characteristics of 
the entrepreneur. The heterogeneous character of tourism enterprise and its 
implications is also referred to by several authors (Russell and Faulkner, 1999; 
Ateljevic, 2002; Morrison and Teixeira, 2002; Ateljevic, 2007). Reichel and Haber
(2004) and Boer (1999) suggest that the various subsectors of the tourism industry 
have unique characteristics and may as a result experience different constraints. 
Cross-referencing primary data provides several examples of this relationship and 
prompts the inclusion of an additional dimension to the emerging theoretical 
framework. This is a significant contribution as it is an important addition to existing
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frameworks and allows the profile of the entrepreneur and enterprise to be considered 
in the analysis of potential constraints.
According to the results of quantitative analysis, the characteristics of the 
entrepreneurs which tend to impact upon some of the constraining factors identified 
include their motivation, gender, age and education. Business type and turnover 
(which generally equates with size) were the enterprise characteristics which had 
most impact on the constraining factors identified. There is evidence of a possible 
correlation between entrepreneurs’ motivation and their education level. Those 
motivated by factors other than ‘to make money’ tended to have attained a higher 
level of formal education. This counters the traditional view that individuals with a 
higher level of education tend to earn more money. There may be many reasons for 
this, but there is virtually no existing literature providing supporting evidence. 
However the economist Florida (2004) suggests the idea that ‘smart people’ are 
attracted by locations which offer them certain lifestyle advantages (such as the west 
of Ireland). This theory fits well with that of Williams et al (1989), who proposed that 
former tourists are often attracted to come to live and work in a destination which 
they enjoyed visiting. Considering the low turnovers evident among tourism 
entrepreneurs in the region, development authorities need to capitalise on this 
phenomenon.
Cross referencing the data revealed that a greater percentage of male tourism 
entrepreneurs had attained a higher level of education than their female counterparts. 
However, this does not correlate with general CSO statistics (CSO, 2007), which 
show that overall a higher percentage of adult females in Ireland have achieved third 
level qualifications. This may relate to a further finding revealing that female 
entrepreneurs tend to achieve lower turnovers overall and accordingly achieve less of 
their household income through their tourism enterprise. This finding may also be 
skewed as a result of the high proportion of older female B&B owners within the 
sample, who usually have a spouse who is the main earner in the household.
Analysis of the data showed a possible relationship between age and identification of 
training needs with a higher percentage of younger entrepreneurs identifying unmet 
training or skills development needs for themselves and/or their staff. There was also
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a negative correlation between age and use of computers. An open attitude towards 
enterprise development and technology is more typical of younger entrepreneurs 
whose enterprises are likely to be in the growth stage of the product lifecycle model 
(Anderson and Zeithaml, 1984) and who tend to be more computer literate. These 
findings suggest that younger entrepreneurs may respond more positively towards 
government support initiatives, which is important in their design and 
implementation. Findings also show a possible relationship between age and turnover, 
with younger entrepreneurs achieving higher turnovers which may also be reflective 
of the high proportion of older B&B owners in the sample whose turnovers tend to be 
lower than other groups.
The results show a possible positive correlation between entrepreneurs’ level of 
formal education and a number of other factors, including successful expansion, 
higher turnover, use of marketing planning and level of market research activity. 
These correlations tend to suggest that formal education contributes positively to 
enterprise development (as proposed by Bianchi, 1993) and equips individuals with 
some of the skills required to develop their enterprise. The correlation between 
education and turnover further contradicts the findings of Hollick and Braun (2005), 
because, as previously discussed, the more highly educated are more likely to be 
lifestyle motivated, resulting in a three-way connection between education, turnover 
and lifestyle motivations.
As discussed in section 5.3.4, hotel owners/managers are more likely to have 
completed personal or management training and to identify skills needs for 
themselves or their staff. This is likely to be as a result of the larger size of these 
businesses (they also indicted a higher level of success in attempted expansion) and 
concurs with the findings of Lynch (2005) who associates a greater propensity 
towards training with larger size. Also, as previously discussed (section 5.4), 
accommodation providers (i.e. hotel, self-catering or B&B/guest house 
owners/managers) tend to be more interested in making money. However, being 
motivated to make money does not correlate with actual turnover. As illustrated in 
table 5.1, although hotels achieve the highest turnovers (clearly connected to the 
comparative size of these businesses) self catering providers and B&B/guesthouses 
achieve the lowest.
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There is some evidence to support the findings of Hall and Young (1991), who found 
that those constraints causing most concern varied depending on the size of the 
enterprise. However, it is difficult to identify specific patterns with any accuracy, due 
to the sampling error caused by the cross referencing of small sub-groups (i.e. the 
small number of larger establishments and the dominance in this category of hotels). 
The results do show however a positive correlation between turnover and marketing 
planning, the higher the turnover, the more likely the enterprise is to use marketing 
planning, which may suggest the importance of this activity to economic/financial 
success.
5.5 CONCLUSION
The qualitative and quantitative findings of this thesis appear to concur with the 
findings of Jennings and Beaver (1995), who observed that “few, if any 
entrepreneurs, owners or managers are willing to publicly admit to personal 
shortcomings” and tend to blame outside factors for their failure (p. 196). Respondents 
in the western region tended not to see personal shortcomings as constraints on their 
businesses; in fact, during long unstructured interviews, no constraints were identified 
within this area and as a result, this chapter has relied mainly on the survey as a 
primary source of data. However, the personal and organisational variables discussed 
in this chapter have the potential to significantly constrain rural tourism enterprise 
development, and indeed, are factors which tend to have particular influence within 
the tourism industry relative to other sectors. For example, management skills and 
experience tend to be comparatively low due to the low barriers to entry into the 
business, and the perception that it is an easy industry in which to operate, while the 
lifestyle motivations, which are much more apparent in the tourism industry as 
opposed to other sectors (Ateljevic, 2007), often result in the deliberate constraining 
of business development, and in fact the lifestyle motives of entrepreneurs alter the 
perceptions of entrepreneurial success, calling into question the entire models used by 
those who would plan the sector’s progress.
Enterprises within the region’s tourism sector are clearly subject to several constraints 
which are particular or more severe within this industry sector. Generally low
turnovers, the need for additional sources of income, and marketing and staffing
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difficulties are just some of the issues which are more pronounced in the tourism 
industry than in other sectors. Within the industry, hotels tend to display different 
characteristics, including larger size, higher turnovers and more use of planning than 
other business types, highlighting the need for a more nuanced approach from 
development authorities towards the advancement of the sector.
Indeed, it is worth examining briefly the entrepreneurs’ view of the authorities 
involved in developing the sector. As we have said right at the beginning of the study, 
the sector is so heterogeneous that any one authority is going to struggle to meet all 
the demands of those it is meant to serve. The following chapter will examine the 
support offered by tourism authorities in more detail, but issues surrounding this 
factor which have been categorised as internal are revelatory of the interaction 
between the various orders of stakeholders, but also is revelatory of how focussing on 
this relationship can blind stakeholders to their own responsibility in achieving 
development. The series of unstructured interviews which was carried out revealed a 
deep dissatisfaction and disillusionment among respondents towards tourism 
development authorities regarding these factors. For example, within the subject of e- 
marketing, respondents almost entirely focussed on the ineffectiveness of tourism 
Ireland’s website and failed to recognise their own shortcomings in this respect. A 
second example is provided within the area of market research where interviewees 
focused on the inadequacies of Failte Ireland’s research as opposed to any inward 
focus. Data collected as a result of the survey revealed that only 45% of businesses 
carry out any market research themselves. This shows generally high and possibly 
unrealistic expectations of tourism authorities in this respect, since Failte Ireland can 
reasonably only provide general information and this should contribute to rather than 
replace research done on a business level.
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CHAPTER 6:
EXTERNAL CONSTRAINTS
6.1 INTRODUCTION
Interviews revealed that from the perspective of the entrepreneurs themselves this is 
the category in which most of the constraints on the development of their businesses 
lie. Previous authors in this area have recorded similar findings confirming that 
entrepreneurs tend to identify constraints on business development as external 
(Fredland and Morris, 1976; Hall and Young, 1991; Jennings and Beaver, 1995; 
Rogoff et al, 2004). General business theorists Fredland and Morris (1976) identify 
that the sample chosen for the research may cause bias in the results since the 
business community in general “regards business failure as primarily an endogenous 
phenomenon.. .whereas those who actually fail often regard it as exogenous... and are 
particularly likely to blame general economic conditions” (p.8). More recent authors 
Jennings and Beaver (1995) concur with this view, observing that “few, if any 
entrepreneurs, owners or managers are willing to publicly admit to personal 
shortcomings” (p. 196) and tend to blame outside factors for their failure. Considering 
these findings, rural tourism entrepreneurs in the western region exhibit similar 
characteristics to entrepreneurs in other business sectors and locations. As a result of 
this attribution of blame, Rogoff et al (2004) caution researchers to at least partially 
discount the conclusions of entrepreneurs in this respect. This finding does not 
invalidate the data collected or misrepresent the respondents but indicates that a more 
equal balance between the two main sources of constraints (i.e. internal and external) 
may exist than perhaps the entrepreneurs themselves would choose to recognise, or 
more, be even able to recognise given their necessarily biased perspective on the 
issue. Again, it is the perspective of the observer that can offer balance between the 
different viewpoints inherent the sector. This has implications for policy makers (and
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illustrates the overlap between the themes of ‘education, training and experience’, 
‘human resources’ and ‘support’) because it is important that entrepreneurs are made 
aware of the skills which may help them to be successful in the tourism industry 
(keeping in mind the different perspectives on success, see section 2.3.3), and to 
provide access to relevant training. Recognition of their own weaknesses would also 
help as entrepreneurs would be more motivated to address these in order to reach their 
potential.
Nevertheless, a number of early authors concur with this study’s respondents, 
identifying external variables as the initiators of small firm failure (Boer, 1999) and 
as fundamental barriers to growth (McGee, cited in Barber et al, 1989). The 
significance and extent of external constraints are linked by several tourism authors to 
enterprise size, claiming that small enterprises are both highly dependent on 
externalities (Morrison and Teixeira, 2004) and more vulnerable to external forces 
(Morrison, 2002). The main external constraints identified within the unstructured 
interviews and tested using the questionnaires are illustrated on Table 6.1. The data 
displayed will be referred to throughout this chapter.
Table 6.1 Greatest barriers to successful enterprise development
Barrier Ranking Percentage *
Length of the tourist season 1 28.3%
Tourist access 2 24.3%
Marketing 3 17.7%
Signposting 4 14.6%
Cost and availability of insurance 5 12.4%
Providing value for money 6 9.7%
Location 7 9.3%
Amount of other tourism products in the area 8 9.3%
Availability of tourist accommodation in the area 9 8.8%
Government regulation 10 8.4%
Availability of support 11 5.3%
* Percentage indicates number of respondents ranking this factor as number 1
There is significant overlap between the barriers cited above. Availability of support, 
for example, was ranked as the number one constraint by the fewest number of 
entrepreneurs; however, it is a factor which overlaps with all other barriers. This 
example is just one of many that demonstrate the significance of the interpretation of
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the results in successfully revealing the external constraints on rural tourism 
enterprise in the western region.
This chapter focuses on the external factors which potentially constrain the 
development of rural tourism enterprise in the western region. The central external 
themes as identified through the process of methodological triangulation, are access 
and infrastructure, demand and seasonality, cost of operations, public sector support, 
complementary tourism product and location. The chapter is thus centred on these 
themes. The bulk of the discussion is drawn from the initial interviews and supported 
by evidence provided by the quantitative survey and international literature. The 
chapter concludes with an examination of the impacts of the entrepreneurial and 
enterprise profile on the external constraints.
6.2 ACCESS AND INFRASTRUCTURE
Due to the peripheral location of the western region, respondents considered access
and infrastructure to be of high importance to the development of tourism in the
region. Out of all the emergent constraints, access/infrastructure occurred most
frequently during qualitative data collection. In fact 96% of interviewees identified
access/inffastructural issues as the central constraints to tourism enterprise
development in the west of Ireland.
“Oh, it’s all to do with access, its all isolation and that’s it, it’s too hard 
to get here” (Resp.19, entrepreneur, Donegal)
The rurality of the western region provides the majority of its attractive characteristics
as a destination e.g. scenery, slower pace of life, etc. However conversely, these
characteristics constrain access for tourists into the region, especially considering the
trend towards shorter breaks, which allows less time for travelling.
“We are in a natural unspoilt environment and that’s certainly part of 
our attraction, for people to come here it’s a lot of trouble basically... 
We’re not on a main road to anywhere; we’re not beside or within any 
large centre of population” (Resp.8, manager of tourism attraction, 
Mayo)
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Literature highlights the perception that problems associated with infrastructure have 
always been a threat to the tourism industry (Cooper and Buhalis, 1992). Both Lane 
(1994) and Buhalis (1999) particularly link the problem of weak infrastructure to 
peripheral, remote and insular destinations such as the west of Ireland.
Figure 6.1 graphically illustrates how a combination of factors creates a physical 
barrier affecting the numbers of tourists accessing the western region. Survey 
respondents were asked to rank nine access-and-infrastructure-related barriers in 
order of their negative impact on tourists’ access to their product. The factors used in 
this question were those which emerged from qualitative data analysis as significant 
constraints. The results are illustrated in table 6.2.
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Table 6.2: Greatest barriers affecting tourists’ access to products
Barrier Ranking Percentage *
encouraging people from east to west 1 30.8%
road infrastructure 2 14.3%
public transport 3 13.9%
regional air access 4 12%
rail access 5 10.6%
signposting 6 8.9%
access/infrastructure for walking 7 6.6%
car rental provision 8 1.8%
accommodation facilities 9 1.1%
* Percentage indicates number of respondents ranking this factor as number 1
As the findings above reveal, getting tourists from the east of the country, where most 
first arrive, into the west is the greatest problem in this regard, with 30.8% ranking it 
the greatest constraint affecting tourists’ access to their products. This constraint 
overlaps with almost all other access/infrastructure related issues in that the other 
constraints create physical barriers to getting into and around the region. Due to 
recent changes in tourist behaviour, transport, etc., the majority of tourists arriving in 
Ireland are arriving into Dublin.
Table 6.3 Overseas Holidaymakers’ Length of Stay
Length of
stay % 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008
1-3 nights 13 15 16 21 23 27 24 28 27 26 29
1-5 nights 30 30 31 18 40 44 39 46 46 43 49
1-8 nights 61 61 61 65 70 72 70 73 74 73 74
9 + nights 39 39 39 35 30 28 30 27 26 27 26
Source: Fâi te Ireland, 2010
The length of time that it takes to get from Dublin to the west coast by means of the
existing infrastructure (i.e. roads, rail, public transport), was seen as a major problem,
particularly in the current climate where people are taking shorter holidays and their
time is consequently more valuable to them. Table 6.3 illustrates the significant
changes in tourists’ length of stay in the ten year period up to 2008.
“For us to get people across here, it’s prohibitive because of the length 
of time its going to take, not only for people who are coming in from 
the European and transatlantic but domestic...for example if you 
wanted to get somebody from Dublin to here... you would be talking 
about 3 and a half hours minimum depending on, if it’s a Friday 
evening it’ll take you much longer, now if you’ve got to get to the
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coast you’re talking about another hour and a half so onto a weekend 
it’s a big chunk of time for people to actually be travelling” (Resp.3, 
entrepreneur, Mayo)
Hohl and Tisdell (1994) accordingly highlight the fact that tourists may not visit an 
area because of the time involved in travel. The principal finding for tourism 
entrepreneurs in the region in relation to access and infrastructure is the limited 
number of tourists who physically make it to their premises through the 
infrastructural barriers described in this section. The other issues identified in figure
6.1 which contribute to the problem of getting people into and around the western 
region will be discussed in the following sub-sections.
6.2.1 A ir  access
Due to Ireland’s geographical status as an island, we depend mostly on air transport 
to provide access into the country for international tourists. The number of tourists 
accessing Ireland by air as opposed to sea has increased from 61% in 1997 to 86% in 
2007 (Failte Ireland, 2007). Air access/infrastructure was the most frequently 
mentioned constraint within the access/infrastructure category during the qualitative 
research process. 74% of interview respondents specifically identified it as a 
constraint. Issues identified within this theme centred around two main constraints, 
deficiencies in services to and from regional airports and the comparatively high cost 
of flights to these airports as opposed to the capital.
Despite the fact that there are nine commercial airports in the republic alone, most air 
access into Ireland is through Dublin. “In the late 1990’s the dramatic increase in 
Ryanair services to/from Dublin, together with the induced reaction by network 
carriers to reduce fares, resulted in Dublin being significantly more affordable and 
accessible from a growing range of gateways in Britain and mainland Europe. As a 
consequence, the share of services and capacity on offer to-from regional airports 
declined” (ITIC, p. 19, 2005). However, entrepreneurs in the west of Ireland, depend 
on regional airports such as Shannon airport and Ireland West airport to deliver much 
of their international business (Shannon development, 2003; Clare county council et 
al, 2003). Due to the general trend of shorter holiday duration (see table 6.3) and the 
consequential increasing value put on time and proximity to the airport (Haber and 
Reichel, 2007), it is important for tourism operators in the west to be able to fly
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clients in locally rather than flying them into Dublin and then eat into their valuable 
time as they attempt to transport them to the west of the country, as one entrepreneur 
put it,
“Nobody wants to sit on a mini coach for 4 or 5 hours coming from 
Dublin airport, they would be kind of more inclined to want their golf 
tour based in the east coast and maybe use an east coast operator as 
opposed to me so we need a good service to Shannon from the States” 
(Resp.5, entrepreneur, Clare)
As evidenced by the example above, the future of services provided by regional 
airports is of great concern to entrepreneurs as the addition of a new route or the 
discontinuation of an existing route could make or break an operator in the region.
A dynamic which presents problems for the regional airports as opposed to the capital 
is the increasing unpredictability of the tourism industry (Augustyn and Thomas, 
2007). Airlines are becoming increasingly concerned with ensuring their financial 
returns and minimising risk and frequently have little dedicated loyalty to destinations 
when making pricing and scheduling decisions (Baum, 1998). In the case of Ireland, 
maintenance of routes to regional airports poses more of a risk than those to Dublin 
airport. A constraint identified by respondents was the attractiveness of Dublin to 
airlines in comparison to the regional airports in terms of the large level of local 
population and business activity allowing the airline a greater potential market.
“Most of your bigger businesses will locate there, most of your 
international chains locate there, most of the airlines have a deeper 
interest and they’re most prevalent in Dublin because of the mix of 
business, they get more business traffic so they have a real interest in 
Dublin” (Rcsp.10, tourism and enterprise development authorities)
According to Baum (1998), access can impose significant additional costs to an island
location. The cost of flights into Ireland was considered a major factor in attracting
tourists into the country. Respondents believe that there is a lack of competitively
priced access into Ireland’s regional airports and that this represents a constraint for
tourism businesses in the western region.
“This access issue is something that has to be addressed, as an industry 
we need to move to a situation where people can access into Ireland 
competitively and conveniently” (Resp.2, tourism and enterprise 
development authorities)
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Respondents have pointed out that flights into Dublin are generally cheaper compared 
to flights into the regional airports and have linked this with the recent success of 
Dublin as a tourist destination. As a consequence of the disparities in price, it is 
believed that the regional airports are left at a competitive disadvantage, for example,
“why would somebody coming from Manchester bother coming this
far when they can just fly to Dublin for 5 or 6 euros” (Resp.13, tourism
and enterprise development authorities)
Tourism and enterprise development authorities interviewed believed that comparable 
cheap flights should also be available to the regional airports. I.T.I.C. (2005) 
concurred, adding that increased and competitive access by air into regional airports 
would boost the spatial distribution of tourism. Recent budget developments resulting 
in an air travel tax of €10 per passenger (€2 on shorter journeys) may further 
constrain Irish tourism numbers, especially in an increasingly price-sensitive market. 
An innovative example aimed at boosting tourism numbers and spending has been 
proposed in Australia where the government is considering offering free flights to 
international tourists in a bid to counteract the downturn in tourism (Murphy and 
Doherty, 2009). Flights would be paid for through existing marketing budgets and 
visitors who take up the offer would be required to spend a specified amount of 
money ensuring the economic viability of the proposal. Although its implementation 
could be challenging, this proposal may represent considerable merit in the Irish 
context especially considering the close proximity to some of our main markets and 
the resulting cheaper flights.
6.2.2 R o ad  in fr a s tr u c tu r e
A further limitation relating to access and infrastructure, which was identified by 78% 
of interview respondents, is the inadequacy of the existing road structure.
“Our road network leaves a lot to be desired” (Resp.19, entrepreneur,
Donegal)
Poor road infrastructure was ranked as the second greatest barrier affecting tourists’ 
access to the western region (see table 6.1). According to I.H.F. (2005), roads are 
central to the flow of tourists. Due to the above-mentioned trend towards shorter 
holidays and since most of our visitors enter the country via the east coast and Dublin 
specifically, road access from east to west and around the western region needs to be 
convenient and fast; however, according to several representative and development
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bodies, travel times are deteriorating due to congestion and poor road conditions
(ITIC, 2003; ICHRA, 2003; IHF, 2003; WDC, 2006). Compared to the majority of
our European neighbours, our current road infrastructure does not allow for fast and
convenient access around the country.
“When you’re planning a journey in this part of the world you can’t 
hope to average much more than 35 miles per hour with the amount of 
stoppages and villages and road conditions... if you’re in the UK or 
other parts of the world you could plan 50 miles an hour plus... It’s a 
major problem when you’re trying to run your business, the whole 
logistics side trying to get from point A to point B you know it’s all 
great in theory scheduling and that until you hit a full stop in a town 
like Claregalway or somewhere” (Resp.5, entrepreneur, Clare)
In dispersing people from Dublin to the west coast, one of the specific restrictions 
identified by interviewees was the lack of a dual carriageway or motorway between 
Dublin and the west coast. There have been improvements in road infrastructure over 
the past few years with some stretches of dual carriageway or motorway on the routes 
out of Dublin, and several towns bypassed, but there is still significant scope for 
improvement.
Not only is access from east to west a problem, but also access along the west coast
connecting the southwest (i.e. Cork and Kerry) and the northwest (i.e. Sligo and
Donegal). Principal access routes in Ireland tend to be centred round the capital,
“the problem with Ireland is all its roads really lead out of Dublin” 
(Resp.10, tourism and enterprise development authorities)
The southwest (Cork and Kerry) is the most well known tourist destination outside 
Dublin and therefore the most visited, receiving 20% of overall tourist numbers 
(Failte Ireland, 2007). According to respondents, if access to the rest of the west coast 
from the southwest was improved it would encourage visitors to lengthen their stay in 
the west and disperse north to other areas. Improved access along the ‘western 
corridor’ would also encourage further development and increase the catchment area 
of the regional airports. The idea of increasing the length of tourist’s stay is an 
attractive one, however, it contradicts international tourism trends one of which is 
shorter breaks (see section 1.1.2), and thus encouraging visitors to lengthen their stay 
may be a waste of time.
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Adding to constraints associated with road access and infrastructure, signposting 
(both general and tourist) has been identified as a constraint for tourism development, 
specifically the lack of effective signs, the cost of signs and the restrictions involved 
in displaying tourist signs. Inadequate signposting has been cited by various 
representative and development bodies as a constraint on tourism development in the 
west (WDC, 1999; Meldon et al, 2000; ITIC, 2003; Ireland west tourism, 2003; IHF 
2003; NWT, 2003). Many interviewees considered that general road signposting is 
not adequate in most areas of the west and that this detracts from the overall tourist 
experience.
“They’re all complaining about the signposting you know, I had two 
last night that didn’t get here ‘til ten o’clock from Spiddal... they said 
the signposting was very bad in general... and they were quite 
annoyed when they arrived and they said that signposting was very 
bad” (Resp.22, entrepreneur, Galway)
Dissatisfaction was also expressed regarding the expense and regulations associated 
with erecting tourist signs directing business to tourism enterprises in the region. It 
was pointed out that for a tourism business to put up a signpost giving directions to 
their business it costs in the region of €1500: you have to get permission from the 
county council, each sign has to have a yearly license and the council decide where 
the sign goes.
“The sign posting is a big, big problem... people are screaming out 
because of the ridiculous price per sign per year like to have a sign up 
and its just not real at all so basically what people do is they put the 
signs up and hope that they’re not taken down... we should be entitled 
as members to have tourist signs” (Resp.16, entrepreneur, Leitrim)
The failure of tourism authorities to make signposting for individual tourism 
businesses much more accessible in terms of cost and regulation is a significant 
constraint for tourism entrepreneurs in the west in terms of finance and marketing. A 
recent development with regard to navigation is that of global positioning systems. 
There is a considerable opportunity to capitalise on this new technology by mapping 
tourist points of interest and service providers, adding audio and video clips, using 
smart phone applications, etc. There are already many international examples of its 
use, even some being developed in specific Irish locations (Michael Vaughan, 2010); 
however, in order to fully realise the potential of this phenomenon government 
support is required by way of research and development and financial investment.
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The rural tourism product has many positive characteristics in terms of its ‘pulling 
power’ (Long and Lane, 2000; Irvine and Anderson, 2004) but an important negative 
characteristic is its peripheral and isolated location. Buhalis (1999) recognises that 
transportation is often a major weakness for peripheral, remote and insular 
destinations. According to respondents, the lack of public transport contributes to this 
isolation and reduces the potential number of visitors for many rural tourism 
operators.
“There is actually no public transport... one of the prime tourism 
locations in the whole county, what we would think nationally one of 
the most important tourist locations, that it’s not possible for anyone to 
visit here unless they have their own transport or unless they come as 
part of an organised tour; that is a big problem and it’s hard to 
quantify... but... there is a lot of potential business there that we are 
losing.” (Resp.8, manager of tourism attraction, Mayo)
Representative and development bodies also emphasise the importance of the 
development of a coordinated and integrated public transport strategy. The need to 
provide “seamless journeys” for tourists was highlighted (CILTI, 2003; DIT, 2003; 
Aer Rianta, 2003; Galway City and county tourism Group, 2003; WDC, 1999). 
Suggestions therein included user-friendly interchange facilities, timetables to 
provide convenient connections and ‘through-ticketing’ to facilitate multi-sector 
passenger journeys.
The existing rail infrastructure, in particular, is seen by respondents as a constraint on 
tourism development in the west. Some trains are old, and have little or no facilities 
on board.
“The worst train in the country is the Sligo train and you’re very lucky 
if can get the whole way out from Dublin and you have no facilities on 
it either, you get on the Cork train or get on the Belfast train or get on 
the Galway train and look at the facilities; we are the poor 
neighbours”. (Resp.19, entrepreneur, Donegal)
The frequency of trains is also considered to be too low; however, the principal 
limitation of the Irish rail system identified was the limited network of routes 
available (BMW Regional Assembly, 2002). Slowing down access to the western 
region from Dublin airport is the fact that it is the only capital city airport in the 
developed world which is not linked by rail. However, the government have
6 . 2 . 3  P u b l i c  t r a n s p o r t
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committed to the development of a new metro system which will link Dublin airport 
to other transport networks.
The second issue regarding routes is that all trains originate in Dublin and travel
outwards and there are no trains connecting destinations on the west coast to each
other. Also, only a limited number of larger towns are accessible by rail and the entire
county of Donegal remains cut off from the rail network. Respondents have strongly
defended the case for reopening the western rail corridor,
“Things have changed in the last 30-40 years dramatically, I mean 
when it was discontinued or shut down we were a different country, 
now its definitely time to look at opening it again, I mean if we can 
justify regional airports... we could definitely justify a piece of 
railway for such a small country” (Resp.5, entrepreneur, Clare)
It was proposed that this would encourage more movement of visitors along the west
coast and away from major population centres. The rail corridor would create more
convenient access to regional airports, visitors could be encouraged to fly into one
airport (e.g. Donegal), spend a few days travelling along the west coast, and fly out of
another airport (e.g. Cork). Not only would the rail corridor encourage tourism
development but also other industries.
“Anything that connects areas is a help that feeds business in Ireland 
and also just to encourage intertrade even beyond tourism between 
those areas because that just again helps support a critical mass that 
will support airlines” (Resp.10, tourism and enterprise development 
authorities)
The redevelopment of the western rail corridor has also been highlighted by Irish 
tourism development bodies as a scheme which holds great potential for the west of 
Ireland in terms of counterbalancing the dominance of Dublin and facilitating 
different patterns of movement throughout the west of Ireland (Galway City and 
County Tourism Group, 2003; Shannon Development, 2003). Since the empirical 
research was carried out, the government has committed to the redevelopment of the 
western rail corridor, however, the current economic climate may result in its 
development taking longer than expected.
Weaknesses in access and infrastructure are clearly significant constraints with regard 
to the development of rural tourism enterprises. Following the basic supply and 
demand model, if potential tourists don’t have the means to access the destination
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then tourism enterprises have no cause to exist. There is a direct relationship between 
access and infrastructure and tourist numbers. Literature highlights that tourists may 
not visit an area because of the time, difficulties and costs involved in travel (Hohl 
and Tisdell, 1994; Nilsson et al, 2005). Although some progress has been made in 
these areas under the NDP, the findings indicate plenty of room for improvement with 
regard to access and infrastructure to and within the western region. Unfortunately, 
the current economic recession has lead to cuts in government spending on transport 
to the value of €315 million (2009), dramatically slowing down progress in this area 
and adding to the frustration of many tourism entrepreneurs in the region.
In order to sustain and grow tourist numbers and thus maintain the viability of 
tourism enterprises, flights serving regional airports must be retained and the number 
and variety of routes further expanded. The price of these flights is also important and 
low prices are particularly significant during the economic downturn. Roads and 
signposting must be improved in order to minimise the time and effort involved in 
accessing the region. It is vital for Ireland to tap into the vast potential presented by 
GPS technology as soon as possible. Getting ahead in this area would represent a 
competitive advantage over competing international destinations. Considering current 
environmental and economic issues, public transport represents an area in which 
Ireland compares very poorly to other destinations in the developed world. 
Respondents recognised the development of the western rail corridor as very 
important to the future of tourism in the west. Shifting some of the responsibility to 
the entrepreneurs themselves, they need also to take the initiative to capitalise on 
existing access routes despite their limitations. For instance, targeting those markets 
which correspond with routes serving nearby regional airports, and taking into 
account flights and other forms of transport in the design of their products. A 
practical example is that of an adventure centre whose local airport offered regular 
flights to Manchester. The adventure centre targeted schools in the airport’s 
catchment area and offered multi-day packages to fit in with the flight schedule. In 
conclusion, though rural locations are dependent upon ease of access for tourists, it 
must be remembered that they will always be less accessible than their urban 
counterparts and perhaps such constraints are thus inherent characteristics of the rural 
tourism product.
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6.3 DEMAND AND SEASONALITY
Respondents recognised that confidence is a vital element for investment in the 
tourism industry. Two main areas were identified which contributed to a lack of 
confidence in the industry; these were the unpredictability of demand within the 
industry, which has become increasingly apparent within the current global political 
and economic climates, and the length of the tourist season during which most of a 
tourism enterprise’s annual profits must be made. A combination of these constraints 
inevitably leads to lower profit margins (ITOA, 2003) and higher risk and uncertainty 
for investors (Maki and Pukkinen, 2000).
Table 6.4 Effect of unpredictability and seasonality on business performance
Major
obstacle
Minor
obstacle No affect
Positive
affect
Very positive 
affect
Unpredictability of 
the industry 47.8% 29.5% 11.6% 6.8% 4.3%
length of the 
tourist season 58.1% 21.4% 9% 2.9% 8.6%
As illustrated by table 6.4, the two factors of unpredictability and seasonality appear 
to be severely constraining rural tourism enterprises in the western region, with 77% 
finding the unpredictability of the industry to be a major or minor obstacle, and 80% 
finding the length of the tourist season to be a major or minor obstacle to business 
performance. Individually, unpredictability and seasonality are serious constraints. In 
combination, they minimise the potential economic viability for most tourism 
enterprises, thus resulting in most entrepreneurs having to rely on alternative incomes 
for survival. Referring back to section 5.2.2, it can be observed that over 86% of 
questionnaire respondents identified incomes additional to their tourism enterprise, 
highlighting the lack of economic viability evident among tourism enterprises in the 
region.
6.3.1 U n p r e d ic t a b il it y  o f  d e m a n d
Demand in the tourism sector is relatively unpredictable in comparison with most 
sectors, particularly in the current global political and economic climates. This 
increases the financial risk for investors (Augustyn and Thomas, 2007) and 
necessitates the maintenance of other sources of income (Long and Lane, 2000). This
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is considered by industry stakeholders to be constraining the level of private
investment in tourism in the western region.
“Say if you or I were thinking of developing our own business... 
you’d be asking yourself well, “I’m only going to borrow money, 
invest in starting up my own business if I am confident that the future 
is rosy... there’s other sectors where they’re more likely to get a 
greater return” (Resp.l, tourism and enterprise development 
authorities)
According to Maki and Pukkinen (2000), the unpredictability of the industry leads to 
higher risk and uncertainty for investors. Recent poor performance in the industry in 
the western region has, according to interview respondents, discouraged private 
investment. Not only are potential entrepreneurs choosing to invest in other industries 
than tourism but even when they do choose to invest in tourism, they are choosing 
other more lucrative and usually urban locations. Choosing an urban location has two 
principal advantages in this respect, it capitalises on the growing trend towards city 
breaks and also offers a larger local population which may be targeted in order to 
offset the risks associated with relying on a pure tourism market.
Financial institutions are also reluctant to invest in the industry as a result of its high 
risk profile (Ellis and Joubert, 1996). Respondents recognised a gradual worsening of 
this situation.
“Funding would be a, I wouldn’t like to be trying to get into it now, I 
really wouldn’t . .. it’s more difficult because banks are more nervous” 
(Resp.21, entrepreneur, Donegal)
The current economic situation has added to the difficulties of gaining credit. 
However, this issue must be considered from the perspective of the financial 
institutions. Considering the generally low profits evident in the industry even during 
the celtic tiger period (see section 5.2.2), it is unsurprising that they are reluctant to 
finance many tourism projects. Respondents argued that more assistance should be 
made available by tourism authorities for entrepreneurs to counteract this problem, 
especially for those involved in the development of attractions or activities, in order 
to reduce the burden of risk.
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The length of the tourist season in the west of Ireland was considered by local
industry stakeholders as a constraint to tourism development. It was identified that
this is a particular problem for new entrants into the industry and another major factor
in discouraging potential entrepreneurs.
“The shortness of the season is a major problem, that you’re relying on 
the 6 or 8 week period to sell your goods; for a person that’s starting 
off, the season is too short” (Resp.9, entrepreneur and community 
tourism project director, Sligo)
Literature has identified that, as a result of natural conditions, seasonality is more 
severely felt in rural and peripheral locations (Hohl and Tisdell, 1994; Lee-Ross, 
1998; Sharpley, 2002; Nilsson et al, 2005). Lane (1994) states that this is due to a 
particular dependence on outdoor activities. On the other hand, Fâilte Ireland (2010), 
who are presently attempting to expand the adventure tourism sector in rural Ireland, 
propose that outdoor activities and adventures represent a subsector of the industry 
which is less effected by seasonality than many other product offerings. Their 
statistics also show that despite a slowdown in the tourism market the number 
attracted by adventure and activity based holidays is on the rise.
ITIC (2003) recognised significant spare capacity on access routes and over 50% 
spare capacity in accommodation and attractions during the off peak season. The 
value of the shoulder season was recognised, and it was pointed out that it is vital that 
entrepreneurs make full value of this period. It was suggested that, in order to 
lengthen the season, festivals and events should be actively encouraged on the 
shoulder period. There have been several highly successful and diverse examples of 
this including the World Rally Championship held in the north west, the Temple 
House music festival in Sligo and the Gael Force adventure race in Connemara. Such 
events draw large numbers, usually develop to become annual fixtures and often raise 
the profile of lesser known areas of the country.
It was also proposed that hotels in particular could make it more attractive for tourists
to stay during the off-peak season through the effective use of packaging and themes.
“In Ireland West between January and March from memory its 
something like 62% to 63% of the rooms are unoccupied in a hotel... 
if you have all that unoccupied space, there’ll probably be measures
6 . 3 . 2  L e n g t h  o f  s e a s o n
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that you can undertake to feed business in at those times, it’s not 
always the most attractive time to visit Ireland but I think with 
themeing and a winter theme in an Ashford castle or a Dromoland or a 
country house” (Resp.10, tourism and enterprise development 
authorities)
The issue of packaging overlaps with networking (see section 5.2.5.1) and is dealt 
with in more detail in the subsection entitled ‘innovation and packaging’ (see section 
6.6.2).
Although several authors argue that the possibilities for off season tourism in rural 
and peripheral locations are limited even when such packages are developed (Hohl 
and Tisdell, 1994; Lee-Ross, 1998; Sharpley, 2002), the frustration with tourism 
seasonality on the part of economic policy makers and destination management 
organisations has been widely articulated. However, Goulding et al (2004) document 
a growing body of empirical work questioning the pre-supposed desirability of a year 
round tourism economy. It must be recognised that seasonality may not necessarily be 
a constraint from the entrepreneur’s perspective. As illustrated in table 6.1, 28.3% of 
entrepreneurs ranked seasonality as their number one constraint and 31.9% did not 
rank it as a constraint at all. Parallels may be drawn in this respect with the proposal 
by Getz et al (2005), who link seasonality to the concept of lifestyle entrepreneurship, 
revealing that many entrepreneurs do not establish their business with all-year 
operations in mind, but treat it as a source of supplementary income or even as a 
hobby. Goulding et al (2004) added that some operators achieve their lifestyle 
aspirations through seasonal trading opportunities, appreciating a period of post 
seasonal recuperation. These claims are further supported by the findings that most 
questionnaire respondents identified incomes additional to their tourism enterprise 
(see section 5.2.2). Thus, that an operator have more than one income source, and that 
these sources perhaps are seasonal, is not necessarily a negative thing, either from the 
operator’s own perspective, or from the perspective of the development of the region. 
As we have seen in chapter five, attracting lifestyle entrepreneurs may well be a very 
positive move for the long-term outlook of tourism in the western region, and part of 
the attractiveness of tourism entrepreneurship for lifestyle entrepreneurs may well be 
the seasonality of the operation. In fact, Lane (1994) cites part-time, as opposed to 
full-time, involvement in tourism as one of the characteristics of the rural product and 
Andrews et al (2001) suggest that part of the lifestyle motives may be that the
174
enterprise does not demand twelve month attention but benefits from the effects of 
seasonality.
The issues of unpredictability of demand and seasonality are currently important 
realities faced by tourism enterprise in the western region. Moreover, as we shall see 
in the next section, the high cost of tourism operations in the region is not unrelated to 
these issues. According to literature, they are part of the inherent business risk in 
tourism projects worldwide (Wanhill, 2005; Dale and Robinson, 2007; Augustyn and 
Thomas, 2007). These characteristics make the industry an uncertain and unstable 
business environment (Maki and Pukkinen, 2000; Dale and Robinson, 2007) and 
ultimately lead to lower profits (ITOA, 2003) and the need for additional sources of 
income. As a result, those seeking financial stability and a primary source of income 
are not likely to invest in rural tourism in the western region. The attraction of 
locations such as the western region to lifestyle-oriented entrepreneurs may somewhat 
counteract these constraints as these entrepreneurs may be more tolerant and also tend 
to have alternative sources of income. There are methods of lengthening the season 
which could be encouraged by Failte Ireland; however they should first carry out 
research to establish whether entrepreneurs in the region actually want a longer 
season.
6.4 COST OF OPERATIONS
There is increasing concern about the effects on the industry of Ireland’s image as an
expensive destination. Statistics gathered by Failte Ireland (2007) illustrate significant
increases in the numbers of tourists experiencing poor value for money in Ireland,
with 30% citing poor or very poor value for money. This was perceived as a
constraint to entrepreneurs, as it may affect visitor satisfaction and numbers.
“I know actually from talking to people we’re a rip off nation and it is 
true unfortunately; well, I was trying to fight against the rising tide 
there a few years ago and I was trying to say that it’s all our 
imagination that we’re dear but it’s not.” (Resp.7, entrepreneur, Sligo)
This constraint was considered especially significant within the context of increasing 
international competition (Hunter et al, 2004). Current prices in Ireland do not
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compare favourably with those elsewhere in Europe (WDC, 1999; ICHRA, 2003; 
Tourism Policy Review Group, 2003).
If prices in the region are so much higher than in the European counterparts, the 
question has to be why? Respondents identified the factors leading to high prices and 
the resultant disparity, including, overheads, taxes, minimum wage, insurance and 
over-regulation. Their consequences and future impact were also considered. Price 
transparency as a result of the euro was also cited as a factor in tourists’ more recent 
appreciation of Ireland’s high prices. Figure 6.2 illustrates the factors cited by 
respondents which have impacted on their profits. The central circle illustrates some 
of the direct operational costs impacting on the profits of entrepreneurs, whilst on the 
outside the indirect factors have been included. The factors are not exhaustive and of 
course depend on the type of business in question. It must be recognised that most of 
the issues discussed in this thesis have a potential indirect impact on profits and thus 
the principal themes have been included on the extremities of the diagram.
Figure 6.2 The ‘Squeeze’ on profits
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Hohl and Tisdell (1994) proposed that for peripheral regions the viability of tourism
is likely to be greatly reduced because of excessive operating costs. Lee-Ross (1998)
revealed that not only do high operating costs constrain enterprise development but
they are also a major barrier to entry into the industry. According to respondents, the
cost of overheads and compliance with regulations are the principal reasons leading to
high prices in Ireland.
“They have got to get a return so they can’t give it away; they’re 
making their money in the shorter season; I don’t think they’re 
creaming it; you know they have very high input costs; they’ve 
insurance, they’ve got a whole lot of things, so I mean a lot of people 
look to the tourist industry and say let them control the value but it’s 
not as easy as that, they have to pay the going rate for things” (resp.10, 
tourism and enterprise development authorities)
The issues illustrated in table 6.5 below were identified by interviewees and 
quantified by questionnaire respondents who were asked to rank them one to ten. The 
table illustrates the responses in order of the number of respondents choosing each as 
the number one constraint on their enterprise’s ability to provide value for money.
6.4.1 O v e r h e a d s
Table 6.5 Barriers to enterprise’s ability to provide value for money
Barrier Ranking Percentage *
Cost of food and drink 1 34.1%
Insurance costs 2 24.3%
Rate of inflation 3 16.4%
Rate of VAT 4 15.5%
Minimum wage requirements 5 10.2%
Negative media coverage 6 8%
Government regulation 7 7.1%
European competition 8 7.1%
Smoking ban 9 3.5%
Health and safety legislation 10 3.1%
* Percentage indicates number of respondents ranking this factor as number 1
Irish entrepreneurs are subject to a number of taxes including income tax, corporation 
tax, VAT and employer PAYE/PRSI depending on the size and type of their business. 
A study carried out by Irish authors O’Gorman and Cunningham (2007) revealed that 
taxation presented the most significant problems for small businesses attempting to
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grow. Irish government taxation policy has been criticised by Bord Failte (2003), who 
propose that it should be more supportive of tourism. This is not just a national issue, 
taxation has also been recognised as a problem for entrepreneurs in the UK (Scase 
and Goffee, 1980). Sloan and Chittenden (2006) believe that taxation and compliance 
costs fall most heavily on smaller businesses. This, along with the additional burden 
of staff costs, which have increased due to national minimum wage legislation and 
insurance costs, have left businesses with a minimal profit margin even when 
charging comparatively high prices.
These prices are further contributed to by the cost of insurance which was identified
as another constraint to tourism entrepreneurs, especially in certain sectors of the
industry. In fact, 12.4% of questionnaire respondents identified insurance costs as the
greatest barrier overall to the successful development of their enterprise (See table
6.1). Interview respondents recognised that insurance premiums have increased
significantly in recent years but also that insurance is essential in order to avoid
litigation. According to IHF (2003), approximately two thirds of establishments
indicate that the high cost of insurance affects their business. Insurance for the
adventure tourism industry is considered particularly restrictive to new operators. As
one operator pointed out, very few companies provide insurance for such activities.
“Being in the industry for 24 years... we have a really good record and 
still there’s only 2 or 3 places that will do it; every now and again we 
go to other companies to see if they can place it cheaper and they 
never can, so if you were to start off in the adventure industry I don’t 
know how you’d get insurance; marine is alright but it’s the land 
insurance that would be so difficult to get... or they’d insure you at 
some prohibitive premium which is the same as not insuring you” 
(Resp.14, entrepreneur, Galway)
Although recent years have witnessed an increased interest in the development of 
adventure tourism among policy makers, the issue of insurance has not been 
addressed. The government need to intervene in order to find ways in which to lessen 
this financial burden. However, it is not only in Ireland that high insurance premiums 
are considered as representing a significant financial constraint, particularly for new 
businesses in the tourism industry, but are also seen as constraints by studies carried 
out in, for example, the UK and New Zealand (Goss, 1991; Page and Thome, 1999; 
Ateljevic and Doome, 2003).
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Another expense for those involved in accommodation or catering is the
implementation of health and safety legislation.
“Our hygiene laws as well in this country are way much more strict, 
which means that you’re constantly building and your cost of 
infrastructure is much more expensive you know like you probably see 
it yourself, if you’re in Spain there’s a fridge out the front with fish in 
it, and you can’t display that here... everything has to be under a 
sneeze guard.” (Resp.21, entrepreneur, Donegal)
Health and safety regulations are perceived to be more financially restrictive than is
acceptable. It is believed that the expense incurred by some businesses in order to
comply with regulations is excessive. The cost of complying with fire regulations for
B&Bs was pointed out as being particularly restrictive due to their relatively low
profits. It was observed that due to the accumulative cost of complying with all the
appropriate regulations and the general downward trend of B&B business (Fâilte
Ireland, 2007) many were closing up and getting out of the business.
“The fire regulations are quite strict now here in Galway that hasn’t 
kicked in yet but in a lot of counties it has its only a matter of time and 
then you’re talking of quite a few thousand euro to get your house 
passed by the fire chief, so all of that adding up” (Resp.22, 
entrepreneur, Galway)
The importance of having health and safety legislation was recognised, however,
entrepreneurs found that the way in which this legislation is administered is often not
supportive to the small business. One entrepreneur recalled a negative experience that
she had in relation to the administration of health regulations.
“They came out and they took a water sample when it had been raining 
because they know that’s when the water samples out here are at their 
worst and they said that the ecoli from the hills was way too much and 
they closed us down until we had to put in a chlorination plant... the 
health office who’ve known us for 22 years and we’ve never put a foot 
wrong so just to do it sort of unilaterally, that really shook my sort of 
belief in bureaucracy” (Resp.14, entrepreneur, Galway)
Ateljevic’s (2002) study revealed a similar attitude among tourism entrepreneurs in 
New Zealand, who believed that some legislation was inappropriate to the micro 
business environment.
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Entrepreneurs and tourism development authorities cited over regulation as a major
constraint for tourism operators. It is alleged that regulation and bureaucracy have
become increasingly restrictive over the last number of years. Businesses have to
complete a significant amount of paperwork and surveys.
“Its very much bureaucracy... the amount of paperwork that now 
comes out about the numbers of bed nights and what assets you’ve
bought and so on within the year and all the surveys” (Resp.14,
entrepreneur, Galway)
Individuals involved in the tourism industry understand the need for regulations; 
however, concluded that the costs of satisfying the requirements of these regulations 
are often restrictive. Concern was expressed regarding the way in which these 
regulations are administered, which was in some cases considered inappropriate and 
restrictive in terms of the development of small tourism businesses. According to 
Hohl and Tisdell (1994), regulatory measures are considered to be a greater challenge 
to developers of rural tourism than to their urban counterparts. Bums (2001) believes 
that government regulation is probably a greater burden for the smallest companies 
rather than medium-sized ones. Apart from simply constraining enterprise 
development, Maki and Pukkinen (2000) found that overregulation actually 
discourages entrepreneurship. This has significant implications for entrepreneurs in 
the region. Development authorities need to examine the specific business 
environment of smaller tourism enterprises and to find ways in which to ease the 
regulatory burden.
6.4.2 C o m p etitio n , p e rcep tio n  and fu tu r e  im pact
According to Hunter et al (2004), Ireland as a tourist destination faces a future of
greater competition with more emphasis on value for money. However, one of the
main consequences of the high operational costs identified by interviewees was that
tourism businesses in other parts of Europe are not necessarily subject to the same
level of operational costs as Irish tourism businesses, which leaves Irish businesses at
a comparative disadvantage.
“What you want is a level playing pitch and if you want to have a 
minimum wage in Ireland it should be the same minimum wage 
throughout Europe as well and there should be the same vat rate 
throughout Europe, this is not happening and this is definitely a 
limiting factor against tourism and then insurance costs as well is 
another limiting factor” (Resp.19, entrepreneur, Donegal)
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Table 6.6, illustrating a selection of European countries, reveals Ireland as having the 
highest minimum wage rate, second only to Luxembourg, and the highest V.A.T. rate 
overall. The minimum wage in Ireland is over three times that of some of our 
European neighbours, resulting in vastly different levels of operational costs for 
enterprises in competing destinations.
Table 6.6 European minimum wage rates
Country Minimum monthly wage V.A.T. rate
Luxembourg €1641 15%
Ireland €1499 21%
Belgium €1387 21%
France €1321 19.6%
UK €1115 15%
Austria €1000 20%
Cyprus €789 15%
Slovenia €566 20%
Spain €624 16%
Portugal €450 20%
Sources: Federation of European Employers, 2009 and European Commission, 2009
Due to the similarity of the tourism product offered by the western region of Ireland 
to that which is offered elsewhere and the introduction of the euro in Europe resulting 
in direct competition, respondents were concerned about the long term implications of 
this problem. Details of minimum wage rates and VAT rates illustrated in table 6.6 
are only one example of some the disparities in operational costs between various 
countries. Respondents were particularly concerned about the prices of food and 
drink. Alcoholic drink was seen as an important element of a holiday and its current 
prices in Ireland are adding considerably to the cost of a night out.
All of those who identified pricing as a constraint made reference to comparative
prices elsewhere in Europe. The chief concern is now that convenient and
competitively priced access routes have opened up to the rest of Europe, especially
eastern Europe, tourists will choose alternative destinations to Ireland.
“I think value for money is an issue certainly, because now they have 
other destinations to go to, particularly Europeans. It’s so easy now to 
go to eastern Europe, and the euro gives huge transparency” (Resp.2, 
tourism and enterprise development authorities)
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Industry representatives and tourism development bodies support the view that
Ireland’s competitiveness is suffering, and will continue to suffer, unless the industry
is successful in providing better value for money (Aer Lingus, 2003; BMW Regional
Assembly; Clare County Council, et al, 2003). Not only are our potential international
tourists being enticed elsewhere, but also our domestic tourists. Instead of spending at
least some of their holidays in Ireland, Irish people are going abroad; it is often
cheaper for them to do so and they would have a better chance of good weather.
“Whoever you talk to they say well I can go abroad for the same price 
as staying in Ireland and its cheaper to live so that’s probably what I 
would say” (Resp.14, entrepreneur, Galway)
Failure by tourism authorities to implement an effective marketing campaign targeted 
at increasing domestic tourism was acknowledged as a constraint on tourism 
development by those contributing to the study. However, as Ireland’s economic 
conditions have worsened domestic tourism has increased representing an important 
opportunity for entrepreneurs in the region. Recent negative publicity exposing 
Ireland as an expensive destination has been damaging to our tourism industry, 
according to those participating in the study. There appears to be serious concern 
regarding the future impact of the perceived or real over-pricing of tourism related 
products in Ireland. Some believe that prices here in the west of Ireland are very 
reasonable and that it’s just a false impression that visitors have. It has been blamed 
to a certain extent on negative media attention.
In summary, this topic (cost of operations) includes both the ‘real’ costs and the 
‘perception’ of tourists. The empirical data was gathered before the economic 
downturn. Tourism enterprises have since been forced to lower their prices in order to 
remain commercially viable. However, the ‘real’ costs for enterprises remain 
relatively high which means that profit margins are now even narrower. The lowering 
of prices has occurred internationally and so our image as an expensive destination 
lingers (Holmquist, 2010). The government must recognise the value of tourism as an 
export and use their foresight to control the operating costs of tourism enterprises in 
order to encourage growth in the industry. There are many contributing elements to 
these costs, each of which must be examined in detail in order to establish the best 
strategy to assist enterprise development. One example which is timely, considering 
the rapid growth in adventure tourism, is that of insurance which deters development
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and innovation in this sub-sector. The Irish government must examine the situation in 
comparable destinations where insurance costs are lower and operators can pass on 
some of their liability by ensuring that guests have personal insurance policies.
6.5 PUBLIC SECTOR SUPPORT
Generous government support and enlightened policies are believed to be important 
requirements for stimulating entrepreneurship (Morrison et al, 1999). Fitzsimmons et 
al (2003) document the importance of fostering “a regulatory, fiscal and cultural 
environment that is supportive of entrepreneurs” (p.l). Morrison (2002) proposes that 
policy makers lack awareness of the potential contributions of small tourism 
enterprises and neglect to provide appropriate support infrastructure. It was thus 
unsurprising that support was identified by 91% of interviewees as a major 
development constraint for tourism entrepreneurs in the west of Ireland. Not only is 
the amount of support available considered a constraint, but also the way in which 
current resources are being distributed and used. Many disagreed with the way in 
which authorities’ money has been administered and made suggestions as to where 
they considered it would be better spent.
Figure 6.3 Membership of tourism development and representative bodies
180
Organisations
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When asked if the enterprises were members of any tourism development 
organisations, it was revealed by tourism entrepreneurs that the organisations most 
highly represented were the Regional Tourism Authorities (now known as the 
Regional Tourism Development Boards), whose membership figures were 
significantly higher than other organisations. Membership of the Town and Country 
Homes association and local and county tourism groups were also significant. 
Interviews revealed high expectations among tourism entrepreneurs with regard to the 
performance of and support from tourism authorities, in particular Failte Ireland and 
its regional subordinates.
On a national level, support for tourism has become more important in the current 
recession due to its value as an export. In terms of regional development and 
achieving geographic balance, Irvine and Anderson (2004) believe that for peripheral 
and geographically isolated rural locations tourism is likely to be the only growth 
industry. According to Wanhill (2005), the partnership approach between the public 
and private sectors has particular significance for rural or peripheral areas, “due to the 
existence of many small communities, lack of resources, areas in decline and the 
fragmented nature of the supply by a range of small and micro-tourist establishments” 
(p.251). The author recognises that the character of the industry at this level requires 
“a proactive role from public bodies in the form of a coordinated tourism strategy and 
business support, in order to give a sense of direction and engender confidence 
through local community involvement” (ibid). The following subsections focus on the 
more specific issues recognised by respondents (i.e. marketing and market research, 
distribution of support, accessing support, geographic spread of development), but 
follow a reoccurring theme of criticism of tourism-development-authority policies 
and activities.
6.5.1 M a r k e t in g  a n d  m a r k e t  r esea rc h
Tourism-development authorities have an important role to play in marketing and 
market research, especially considering the small size and isolation of rural tourism 
enterprises (Bramwell, 1994). Table 6.7 illustrates the results of the questionnaire 
with regard to the importance of various marketing constraints to tourism
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entrepreneurs. The items included in the table were those identified within qualitative 
interviews and include both personal shortcomings and issues external to the 
enterprise.
Constraint Ranking Percentage *
Funding available for marketing 1 35%
Ineffectiveness of RTAs marketing 2 21.7%
Lack of knowledge of internet marketing 3 13.7%
Lack of communication between development agencies 4 11.9%
The way in which Ireland is marketed abroad 5 8.8%
Lack of cooperative marketing/networking 6 8.4%
Lack of marketing research 7 8.4%
Ineffectiveness of county council’s marketing 8 8%
Lack of friendliness/helpfulness among locals 9 3.5%
Political instability (national/international) 10 2.7%
Table 6.7 Ranking of marketing constraints
* Percentage indicates number of respondents ranking this factor as number 1
As illustrated above, a significant majority of entrepreneurs ranked the funding
available for marketing as the number one constraint in this area. This includes not
only their own personal resources available for marketing, but also the government
funds allocated to this activity. Tourism authorities have been placed under scrutiny
with regard to the effectiveness of their marketing and the way in which they allocate
their marketing budgets. Many businesses are not seeing the potential benefits of
contributing to marketing budgets such as those of Failte Ireland.
“Each and every one of the bed and breakfast houses are paying an
average of 500-600 euros just for the marketing alone so I mean it’s a
lot of money for somebody with say 3 guest bedrooms, and that’s only 
part of it that’s only towards the marketing and then you pay your 
regional tourism €100, you pay the approvals €120-130, and then there 
are all the extra bits that you have to pay so you’re talking about a lot 
of money” (Resp.22, entrepreneur, Galway)
B&Bs are not required by law to be approved. Failte Ireland (2005) state that this
situation is virtually unique in an international context and the resulting lack of
regulation has negative implications for product quality. As a result of this situation, 
those B&Bs who have paid for their approval from Failte Ireland are seeing others set 
up without approval who are as successful, if not more so, than themselves without 
having the expense of approval. Failte Ireland need to rethink their approval system, 
especially with regard to the cost incurred by the entrepreneur. The value of this
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system, not only to the entrepreneur, but also the guest must be considered. For
example, do tourists know if a B&B/guest house is Failte Ireland approved or not?
and does this make a difference to their choice and experience? A final issue which 
should be considered in this regard is whether the existing approvals system is 
detrimental to the unique, family oriented and homely atmosphere by encouraging 
B&Bs to adopt their product to become more like that offered by a hotel.
A number of entrepreneurs in other tourism sub-sectors also expressed their
dissatisfaction with the service provided by their regional tourism authority. It was
felt that subscriptions paid to the authorities did not pay any apparent dividends
“North west tourism are absolutely useless to my business... I can 
count on one hand the amount of people that have come out from their
office in Sligo to me in the past three years... What am I paying my
membership for? I’m not allowed put a poster up in their offices... 
they’ve a table about the size of that rug in there with all people’s 
brochures on it, it’s jam packed, it’s absolutely jammers... like that’s 
what I get from my, whatever it is 150 euro membership, is I’m 
allowed to put my brochure on that mess of a table” (Resp.16, 
entrepreneur, Leitrim)
Additionally, the value of marketing brochures produced by the tourism authorities
was questioned and the importance of tourist authorities’ awareness and familiarity
with their product was stressed. A specific example was made of the situation in Sligo
where, due to the inefficiency of the regional tourism authority, a local marketing
forum established a separate group to market Sligo as a tourism destination.
“I think it’s a crying shame that say within Sligo you have a separate 
tourism entity in Sligo when they feel that the main body who is 
supposed to be marketing Sligo isn’t doing a proper job you know and 
I think that’s ridiculous” (Resp.15, entrepreneur, Sligo)
Representative body, ITIC (2005) concurred that the marketing literature produced by 
the Irish regional tourism authorities and many of the sub-regional marketing groups 
are ineffective and confusing as a result of a lack of differentiation in destination and 
product offering between the regions that they represent.
It was proposed by a number of interviewees that since tourism Ireland and Failte 
Ireland are public bodies supported by public funding and members’ subscriptions, 
that they should be held accountable and be more transparent regarding their actual
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performance as regards their marketing objectives in order to retain the confidence of 
entrepreneurs. Research carried out in the western region by Cawley et al (2007) 
proposed that greater coordination of promotional activities is required, as is more 
effective representation of small scale providers. On examination of international 
research, it is evident that the inadequate provision of marketing support is not 
particular to the Irish context but rather a constraint experienced by tourism 
entrepreneurs in most, if not all, destinations worldwide. Haven-Tang and Jones
(2005) for example highlight the need for “transparency, trust and a clear agenda for 
action” (p.355). In the Irish context this could be achieved through the more effective 
communication of authorities’ long-term strategies and consequential allocation of 
resources. It was found by Ateljevic (2007) that many small tourism firm owners see 
the regional tourism organisations as omnipotent, equipped with powers to solve 
marketing, promotion and other problems. This attitude is also clearly present in the 
west of Ireland, as evidenced by results of empirical data.
As part of the overall marketing strategy the value of an effective regional and 
national tourism web site which represents the entire region but has clear links to the 
individual businesses in the region was identified. The tourism Ireland website was 
criticised for not having links to individual operators in the regions; however, since 
these interviews were carried out, Tourism Ireland’s website has been updated and 
improved considerably.
Observations made during interviews regarding research carried out on a regional and 
national level were very negative. The national tourism development authorities were 
criticised for their lack of research. It was identified that research could also be used 
much more effectively in the development of marketing strategies than it is presently. 
The importance of the effective application of research in influencing and shaping 
tourism development and marketing policies was also stressed within the 
documentation of tourism development bodies (Galway City and County Tourism 
Group, 2003; WDC, 2003; Bord Failte, 2003). In order to utilise resources to their full 
advantage and facilitate the sustainability of the Irish tourism industry, any research 
carried out by tourism authorities should be well planned and contribute to the 
development of tourism strategy. Within the current context of limited government
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financial resources as a result of the recession it is even more vital that available 
funds are carefully invested in order to achieve the maximum benefit.
6.5.2 D is t r ib u t io n  of  support
A number of issues with regard to the distribution of and access to support which 
were identified during the series of unstructured interviews were subsequently tested 
and quantified using the questionnaire. Respondents were asked to indicate to what 
extent they agreed with the statements illustrated on table 6.8 below. The featured 
statements were based on the qualitative interviews.
Table 6.8 Agreement with support related issues
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There is no support for rural tourism 13.9% 21.2% 10.6% 30.8% 23.6%
It is easy to access funding 56.3% 19.3% 15.7% 7.1% 1.5%
There is not enough support for accommodation 
development 8.6% 8.6% 24.7% 18.7%
39.4%
There is plenty of support for new business 
start-ups 34.8% 16.9% 30.8%
12.4% 5%
Support is distributed unfairly 4.8% 9.5% 31.7% 19.6% 34.4%
Too much support is given to non-profit making 
tourism projects 10.7% 5.6% 36.5% 21.3%
25.9%
Tax incentive schemes have been used 
effectively
34.2% 15.8% 27.6% 11.7% 10.7%
Tourism authorities are aware of the type of 
support required by small businesses 35% 18.8% 25.4% 13.2% 7.6%
Small businesses are too dependent on external 
support 16.9% 13.3% 31.8% 20%
17.9%
Two significant examples of the distribution of support were referred to on several 
occasions. These are the accelerated capital allowance scheme for hotels (sections 
268 and 272 of the taxes consolidation act, 1997) and the tax relief scheme for 
holiday accommodation (sections 47 and 48 of the finance act, 1995). There were two 
perspectives shown on the first of these schemes, which was implemented by the Irish 
government in 1997, removed from the budget in 2003 and extended in the border 
counties until the end of 2004. Firstly, a number of entrepreneurs in the hotel industry 
cited the cessation of this scheme to be a constraint. Most of the hotels that were built 
in recent years were built under this scheme. It is believed that the withdrawal of the
1 88
scheme would bring an end to hotel development in the region. This is supported by 
the IHF (2003) who credit this scheme with the creation of jobs, the generation of 
revenue and significant growth for both the tourism industry and the Irish economy.
In contrast, most questionnaire respondents did not believe that tax incentive schemes 
had been used effectively (see table 6.5) and were concerned about the sustainability 
and feasibility of some of the projects that were assisted through such schemes. It was 
believed that some of the development was tax driven rather than tourism driven and 
is therefore economically unsustainable (ICHRA, 2003; Tourism Policy Review 
Group, 2003).
“Every hotel that has been developed from the four seasons in 
Ballsbridge to the tower hotel in Sligo or the riverside in Sligo to the 
Radisson every one of them was tax driven, they weren’t tourism 
driven, they were tax driven first...” (Resp.4, tourism and enterprise 
development authorities)
The recent development of hotels under this scheme has led to concern over a general
decline in occupancy levels in the accommodation sector.
“There’s no doubt occupancy levels are declining and they’re
declining because the accommodation base is growing... it has grown
way beyond demand I mean in some centres, so they either have the 
confidence that in the shake out that will happen at some point they 
will be winners or else they just didn’t do their homework” (Resp.10, 
tourism and enterprise development authorities)
It must also be recognised that investment in large hotels in particular (especially
those that are part of large multinational chains) does not coincide with the
characteristics of rural tourism, which is locally owned (Long and Lane, 2000) and 
small scale (Lordkipanidze et al, 2005). Respondents are conscious of the parallel 
decline in the locally owned and small scale B&B sector which decreased in size by 
around 25% in ten years up to 2005 (Failte Ireland, 2005); this was especially evident 
in rural areas, presenting problems for other tourism businesses that benefit from the 
existence of local B&Bs such as activity providers and attractions. An operational 
advantage of the bigger hotels over B&Bs which was pointed out is their potential for 
economies of scale: for example, they have the budget available to advertise more 
widely and give special offers. Also hotels offer more to do, with many now having 
leisure centres, restaurants, bars, etc.
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“We don’t get the Irish business like the hotels; they pick up on the 
special offers they advertise in the papers; I mean we can’t afford to 
advertise; generally I think the hotels are doing ok because they’re 
getting the Irish market; now we used to get the Irish market but we 
don’t anymore because now they have the leisure centres and they 
have all the extra things to attract the Irish; on a wet day, what do you 
do in a bed and breakfast?” (Resp.22, entrepreneur, Galway)
Interviewees also criticising tax incentives offered for the development of second 
homes and self-catering accommodation argued that the parameters of the scheme 
were too vague and many of those who benefited from the scheme did not really need 
it.
“Tax incentives should have been targeted to tourism projects, 
employment projects:, if you’re not creating jobs and worth what’s the 
point in doing a tax incentive; why should the tax payer fund some 
fella’s tax break who’s already earning too much anyway?...” 
(Resp.17, entrepreneur, Leitrim)
An ovcrsupply of tax driven holiday homes is apparent in some areas to an extent that 
it is causing negative economic, social and environmental impacts locally. This 
problem has been exacerbated by the economic downturn as less people can afford 
the luxury of a second home and as a result many of these homes lay empty, a 
growing number with futile ‘for sale’ signs.
It was widely believed that some tax breaks should have been targeted at tourism 
projects (rather than just hospitality) in underdeveloped rural areas. Wanhill (2005) 
considers the partnership approach between the public and private sectors to be 
particularly significant for rural or peripheral areas, “due to the existence of many 
small communities, lack of resources, areas in decline and the fragmented nature of 
the supply by a range of small and micro-tourist establishments” (p.251). However, 
interviewees pointed out a lack of support for rural tourism at governmental level. 
This view was supported by the majority of questionnaire respondents. Failure of 
tourism development authorities to adapt supporting strategies to be more appropriate 
both for rural tourism and for smaller enterprises is clearly a constraint for 
entrepreneurs. Cawley et al (2007) who also studied rural tourism in the western 
region, found that larger scale tourism businesses seemed to receive more support 
from the regional tourism authority. The agenda for action devised by the tourism 
policy review group was criticised by respondents for its failure to recognise the
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specific importance of rural tourism development in Ireland.
6.5.3 A c c e s s i n g  s u p p o r t
Although 39% revealed that they had sought support or assistance for their business, 
tourism entrepreneurs report experiencing several difficulties in attempting to access 
this support. In fact over 75% disagreed with the statement “it is easy to access 
funding” (see table 6.8). It was recognised that there are a lot of costs involved in 
actually accessing the funding, and that a certain amount of planning and investment 
has to be done by the entrepreneur before support will be granted. Not only does it 
cost money to apply for support, there also appears to be a lot of bureaucracy 
involved.
“Now you have to fill in, I mean to get any grant now you need to fill 
in documents this big and its debatable as to whether it’s worth doing 
it” (Resp.14, entrepreneur, Galway)
Problems accessing funding have been documented internationally (Sharpley, 2002; 
Ateljevic and Doome, 2003; Fuller et al, 2004) illustrating the universality of this 
issue.
Literature documents, a second constraint regarding access to support. This is 
highlighted by Ateljevic and Doome (2003) and Hollick and Bruan (2005), who 
document a lack of awareness among entrepreneurs regarding management, training 
and information services available. This issue was also recognised within the Irish 
context by Fâilte Ireland (2008) and by the Tourism Policy Review Group (2003) who 
documented a comparatively high level of confusion about a) the roles of different 
agencies, b) the services they provide, and c) the means of accessing support. A 
further barrier to accessing support is documented by Lynch (2000 cited in Jones and 
Haven-Tang, 2005) who comments on the ‘fortress mentality’ of SMEs and their 
resistance to external interventions. According to Jones and Haven-Tang (2005), 
cultures of self-reliance among tourism entrepreneurs are barriers to accessing 
support.
Interview respondents recognised that during the 80’s and 90’s there were many 
grants available from the authorities facilitating ease of access. Irish literature has 
recognised that product development, has often as a result been funding-led and 
targeted at “getting the grant”, thus lacking long term business planning and
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economic sustainability (CILTI, 2003; WDC, 2003). When asked if they felt that
small businesses are too dependent on external support the results revealed a
relatively even split in opinions with just slightly more agreeing that they are too
dependent (see table 6.5). This does not necessarily put the majority on the ‘side’ of
tourism authorities. It does however reveal a wide recognition of what was referred to
by interviewees as a ‘grant mentality’ among tourism entrepreneurs. One interviewee
provided an excellent example,
“I think we have too much of a grant mentality in this country where 
everything was done on the basis of a grant so back in the early 90s for 
example there was leader grants for accommodation so all we 
developed was accommodation, accommodation, accommodation...” 
(Resp.6, tourism and enterprise development authorities)
In examining future trends within the development and support of Irish tourism, 
Hunter et al (2004) identified that the level of EU financial support during the 1990s 
will not be available in future years, which has major implications for the funding, 
type and scale of tourism enterprises in the years to come. Sustainability is an 
increasingly important issue in the development of tourism infrastructure, as 
discussed earlier, it is considered that proper research and planning into the long term 
viability of projects is of utmost importance. The use of capital grants awarded by 
tourism authorities should be carefully monitored to ensure they are benefiting the 
development of tourism enterprise in the western region. Appropriate research must 
be carried out to ensure that grant aided tourism product development is tourism led 
rather than grant led in order to ensure viability and sustainability of projects. 
Distribution of tourism development and marketing resources should be based on a 
long term development strategy reflecting the needs of underdeveloped rural areas.
6 .5 .4  G e o g r a p h i c  s p r e a d  o f  d e v e l o p m e n t
Apart from overall growth in visitor numbers coming into the country, one of the four 
Tourism Development Targets 2003-2012 set down by the Tourism Policy Review 
Group (2003) is to double the number of overseas promotable visitors staying at least 
one night in the Border Midland and Western (BMW) region. As discussed in chapter 
one, the ‘spatial balance’ of tourism development is also part of the department of 
tourism, culture and sport’s stated objective. Tourism statistics indicate a positive 
performance for the island of Ireland up to 2007 (see table 1.2). However, regardless
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of overall performance, there has been a significant imbalance in development during 
this period with above average increases in urban areas, in particular Dublin, whilst at 
the same time most rural areas in the western region have seen little or no increase in 
tourism numbers.
Overall growth during the period illustrated in table 1.6 was 30%, however, the
percentage of tourists visiting Dublin increased significantly (11% in 8 years) whilst
the percentage received by all other regions decreased.
“CSO figures are saying that holiday makers into Ireland are up 3%... 
of the 3% Ireland growth you can be sure that with the weight of 
access into Dublin that a huge part of that is city break tourists” 
(Resp.10, tourism and enterprise development authorities)
Irish literature recognises that if we are to achieve more balanced regional 
development a greater share of economic activity must take place outside the greater 
Dublin area (WDC, 1999; BMW Regional Assembly; Tourism Policy Review Group, 
2003). It is considered that the importance of the dispersal of tourism throughout the 
region should be integrated into any national or regional tourism marketing 
programme (Ireland West Tourism, 2003; WDC, 2003).
Adding to this disparity there was a perception among interviewees that there has also 
been an imbalance in the allocation of tourism marketing resources in favour of the 
capital, thus disadvantaging the rest of the country. Respondents also felt that there 
was an unfair allocation of funding and support for tourism projects in favour of 
Dublin.
“They could give a few more breaks to the west instead of always 
giving them to the east but that’s just a fact of life, they live out in the 
east so it’s not surprising” (Resp.14, entrepreneur, Galway)
Such suspicions were widespread and highlight a need for the development of trust 
and transparency between tourism development authorities and industry stakeholders.
It was recognised that setting broad targets such as increasing the number of visits to 
the Border Midland and Western (BMW) region is not sufficient, as within this region 
there are ‘honey pots’ where tourists tend to linger. Respondents identified a number 
of established ‘honey pots’ within the western region where tourists tend to 
congregate, rather than venturing further into the rural areas.
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“Part of the problem is that their marketing is still I think being 
concentrated on established areas... we need to see more and more of 
actively promoting areas that haven’t been promoted before rather than 
concentrating on others already known” (Resp.8, manager of tourism 
attraction, Mayo)
With regard to tourism Ireland objectives, specific targets should include bringing 
tourists into rural areas away from these ‘honey pots’ in order to evenly spread the 
benefits. Furthermore, they should include specific activities which represent the 
greatest benefit for rural tourism.
In summary, although tourism entrepreneurs in the western region participating in this 
study lamented the lack of support for their specific problems, evidence provided by 
several studies reveals that inadequate provision of support from tourism 
organisations is felt as a source of constraint by tourism entrepreneurs internationally, 
regardless of their geographic context (Fleischer and Felsenstein, 2000; Sharpley, 
2002; Ateljevic and Doome, 2003; Fuller et al, 2004). Is it therefore inevitable, as a 
result of the difficulties of enterprise operation in the sector and the failure of 
entrepreneurs to identify themselves as sources of constraints (Fredland and Morris, 
1976; Hall and Young, 1991; Jennings and Beaver, 1995; Rogoff et al, 2004), that 
tourism entrepreneurs will identify public sector organisations as a source of 
constraint regardless of improvements in performance?
Regardless of the answer to this question, the findings of the study reveal many ways 
in which organisations such as Fâilte Ireland can strive to perform more effectively. 
Marketing was identified as one of the main areas in which enterprises need to be 
supported. In order to improve the satisfaction of industry stakeholders with regard to 
the appropriate spending of marketing budgets, proper consultation and research 
needs to take place to inform the budgeting process. In order to encourage new 
entrants and innovation in the industry, more support needs to be available for new 
start ups; however, a lack of awareness within Fâilte Ireland with regard to the most 
suitable types of supports required has resulted in the failure of this organisation to 
achieve its potential in nurturing new enterprises. The management of tax incentives 
offered in recent years for hotel and holiday home development has provided 
evidence of the poor planning, short sightedness and lack of sustainability in the use
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of government funds and the need for greater transparency with regard to government 
spending on tourism development. The lack of knowledge among tourism 
entrepreneurs with regard to what supports are available and the difficulty often 
involved with accessing support counteracts many of the positive developments by 
Fâilte Ireland. However they have recently improved their website and have 
published several guides to the services they provide in order to keep entrepreneurs 
informed. Finally, the findings in this section reveal a significant need for Fâilte 
Ireland to concentrate more on achieving geographically balanced growth. This need 
clearly overlaps with the other factors identified within this thesis which all contribute 
to the lack of tourism enterprise development in the west.
The findings in this section illustrate some interesting overlaps with the other factors 
discussed within the thesis. To begin with, considering these findings within the 
context of the findings of section 5.2.2, where it was revealed that most tourism 
entrepreneurs had a second source of household income, two views may be 
considered. Firstly, that tourism entrepreneurs in the region do not need financial 
support since most are already financially secure due to these second incomes. 
Secondly, on the flip side, the fact that these entrepreneurs require a second income in 
order to survive proves that more financial support is necessary. Government support 
also has direct implications for the cost of operations of enterprises (see section 6.4) 
in that the government can implement measures such as less regulation, lower taxes, 
etc. in order to ease the financial burden on small rural enterprises. However, it must 
be recognised that support is also closely interlinked with all other featured factors, in 
that government intervention has a role to play in tackling each of the constraints.
6.6 COMPLEMENTARY TOURISM PRODUCT
One of the constraints identified by most tourism entrepreneurs was the lack of 
complementary tourism product, that is additional accommodation, catering, 
attractions and activities in the local areas around tourism businesses. International 
authors recognise that a shortage of tourism enterprises constrains the development of 
individual businesses and the destination as a whole (Embacher, 1994; Gannon, 1994; 
Greffe, 1994; Hohl and Tisdell, 1994; Heneghan, 2002; Sharpley, 2002; Bramwell,
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2004; Hegarty, 2005; Mochrie et al, 2006; Cawley et al, 2007). By its nature, tourism 
is an interdependent industry, which requires more than one enterprise in any given 
area to achieve sustainable success. Mochrie et al (2006) suggest that rural 
entrepreneurship is a contradiction in terms, since most effective entrepreneurial 
activity is concentrated in agglomerations, in accordance with cluster theory (Porter, 
1990). According to Hegarty (2005), “Tourists need to have more than just one 
reason to visit a location and have choices that are perceived to be important to their 
vacation experience regarding where to stay, where to eat and how to spend their 
holiday time” (p.4). Questionnaire respondents were asked to indicate to what extent 
they agreed with a number of statements. The results are illustrated on table 6.9.
Table 6.9 Agreement with tourism-product related issues
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There are not enough tourism facilities in my 
area
20.4% 9.5% 3.3% 27% 39.8%
There are sufficient indoor tourist facilities in my 
area 48.8% 13.7%
6.2% 8.1% 23.2%
There is a shortage of major tourism attractions 
in my area
25.4% 12.7% 2.8% 19.7% 39.4%
There are plenty of innovative new business 
ideas emerging in the Irish tourism industry 28% 16.4% 27.6% 21.3% 6.8%
It is more difficult to run a successful tourism 
business in an area with a small local population 18.2% 14.8% 7.7% 16.7% 42.6%
There is too much tourist accommodation 
available in mv area 29.3% 17.8%
12.5% 15.4% 25%
As illustrated in table 6.9, just under 67% of questionnaire respondents agreed to
some extent that there were not enough tourism facilities in their area. It was
suggested that even if tourists do come into certain areas there are not enough
facilities to encourage them to stay for longer than a day.
“Other than the big cities the like of Galway, and Kerry and 
Connemara, parts of Connnemara, the Gaeltacht where you get people 
to stay for 2 or 3 days, but in the small areas the likes of Roscommon 
and other parts of Mayo, parts of Sligo, Leitrim, there isn’t enough
there to keep tourism in the area” (Resp.23, entrepreneur,
Roscommon)
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The shortage of tourism product in Ireland described in this section illustrates a very 
different situation from that documented by Ateljevic and Doome (2003) in New 
Zealand, who identified the greatest constraint as the level of competition from 
growing numbers of new industry entrants. Competition from other Irish tourism 
enterprises has not been identified as a constraint in this study. However, increased 
competition in Ireland has been predicted (Hunter et al 2004), so perhaps Ireland will 
reach the saturation levels of New Zealand in the future.
The lack of tourism product, especially in the more isolated locations is, according to
the work of Koh (2006), the symptom of a lack of market demand. It has been
suggested that if the tourism authorities heavily market an underdeveloped area,
tourism numbers will increase and that these numbers will encourage further private
investment in tourism.
“First of all before you go doing college and entrepreneurs in tourism 
to set up you’ve got to get the people in there and if the people get in 
there the developments will begin so a massive marketing campaign 
for the area, just push it, a marketing strategy, TV advertising, a big 
marketing strategy” (Resp.12, manager of tourism attraction, 
Roscommon)
However, how can you bring tourists into an area that does not have tourism facilities 
or products?
“You’ve got to have something to market, that’s the chicken and the 
egg” (Resp. 17, entrepreneur, Leitrim)
As the entrepreneur quoted above summarised it, it is a ‘chicken and egg’ situation, 
i.e. you need to have products and services in order to attract tourists into the area, 
however, you need to have tourists coming into an area to encourage more potential 
entrepreneurs to provide such products and services. Figure 6.4 illustrates this 
relationship.
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Figure 6.4 The demand -  supply relationship
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As a result of the risk involved in investment in the industry, entrepreneurs 
considering the establishment of a tourism-related business are more inclined to 
locate where there is a larger and consistent stream of tourists, for example, in or 
close to a city rather than in rural areas. It may therefore be argued that the dearth of 
tourism product is a symptom of rural tourism, which by its nature is small scale. 
These factors contribute to the isolation of tourism enterprises in terms of 
complementary tourism products and facilities.
Apart from general observations in this respect three themes emerged as being 
significant enough for individual examination, these include major tourism 
attractions, innovation and packaging and the walking tourism product. Each will be 
discussed in the following sub sections.
6.6.1 M a j o r  t o u r i s m  a t t r a c t i o n s
It is seen as a disadvantage that there are very few major tourism attractions in the 
west, especially outside main population centres. Bunratty Folk Park was seen as a 
good model of what a major attraction can do for an underdeveloped area. WDC 
(1999) highlighted particular areas lacking in such facilities, it claims that Sligo lacks 
a major visitor attraction, and Donegal, whilst having many attractions, only has two 
with more than 50,000 visitors (Glenveigh national Park and Bundoran Waterworld). 
Sligo was also highlighted by interviewees as an area that required a major tourism
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attraction. Such development would have to be part of a long-term strategy, but if
properly planned would bring about significant benefits for the county.
“Sligo needs a key tourism attraction but again I think the authorities 
have to get more business and Sligo should have had a key tourism 
attraction whether its developed around the Yeats or water sports or 
whatever, and that should have been up and running 10 years ago, if 
the county council had the vision we would be attracting so much 
more people and they would have had profits of 1.5 or 2 million extra 
a year by having one key attraction, but unfortunately they don’t think 
like that” (Resp.15, entrepreneur, Sligo)
Major key attractions are considered to be a catalyst for further development of the
tourism industry in underdeveloped areas and contribute to a community’s economic
and socio-cultural development. There are certain tourism attractions in the west of
Ireland that provide a service to the community and stimulate further economic
development in their area, many of these projects do not make a profit or are not self-
supporting. However, it is believed that due to the contribution made by such
projects, they should be further subsidised by the authorities. Public sector investment
is seen by Hummelbrunner and Miglbauer (1994) as playing a key role in this respect,
since the local population “normally lack funding and are also not able to draw
sufficiently high benefits from these investments. Nor are private investors willing to
take over these costs, so they must be financed or at least subsidised by the public
sector” (p.46). It is considered that if more major attractions are developed there
would be a knock on effect attracting complementary tourism facilities into the
surrounding areas.
“We’re short of are visitor attractions, if you build the visitor 
attractions, as sure as night follows day we will have the B&Bs, who 
but a fool would build a B&B in an area that has nothing to see, 
because the first question is what can we do today?” (Resp.17, 
entrepreneur, Leitrim)
Figure 6.5 illustrates some of the benefits of a major attraction to a destination.
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Figure 6.5 The umbrella effect of major tourism attractions
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Continuing on the theme of umbrellas, in particular the lack of indoor tourist facilities 
was considered a constraint.
“There’s a huge shortage of facilities in this country, tourism 
attractions, particularly outside of the capital, we tend to only work on 
the natural attractions that we’ve got which are typically outdoor, so 
we go to look at a castle or a heritage product or whatever, and there’s 
very little scope to bring the tourist in on a wet day; today is a wet day, 
it’s the middle of August” (Resp.13, tourism and enterprise 
development authorities)
This was also recognised within Irish literature (WDC, 1999; Meldon et al, 2000; 
Ireland west tourism, 2003; Galway City and County Tourism Group, 2003). For 
rural areas, this is seen as a disadvantage as people tend to move on to places that 
have facilities that are more suitable to bad weather, this usually means large towns
“On a wet day and people where there’s nowhere to go and they’re out 
in the rain all the time people are going to move on to bigger towns 
bigger cities where they have activities and they have the infrastructure 
there to suit the individuals like the big shopping complexes and its all 
under one roof...” (Resp.23, entrepreneur, Roscommon)
The possibility of lengthening the tourist season outside the summer period (see 
section 6.3.2) would also be greatly enhanced by the existence of more indoor
and cities.
facilities.
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Literature has revealed a need for the development of more innovative tourism
product that is unique and not available elsewhere (ITOA, 2003; Shannon
Development, 2003). Interviewees also placed importance on encouraging innovative
new ideas for projects that offer something completely different and unusual that
might capture the attention of prospective tourists.
“We’ve become stagnant in our thinking, the barriers you might come 
up against would be to convince funding authorities to look at new 
projects, new tourist attractions” (Resp.13, tourism and enterprise 
development authorities)
Several interview respondents believed that the tourism industry in the west of Ireland
is far too conservative, that we need some more innovative ideas to hold tourists’
attention. They recognised that there have been very few imaginative new business
ideas in the industry.
“The level of innovation in Irish tourism is weak, tell me what new 
products have come on stream, really new, creative and imaginative 
products have come on in the last 20 years?” (Resp.10, tourism and 
enterprise development authorities)
However, this observation does not only apply to entrepreneurs, it also applies to 
development authorities who according to respondents, are often stuck in their ways 
and are not inclined to give support and encouragement to imaginative new enterprise 
ideas. Interviewees recognised that travel patterns are changing and people are taking 
more specialist holidays. Niche or specialist tourism areas were believed to hold a 
great degree of potential for the further development of the industry in the west. A 
need has also been identified within the emergent literature to broaden the tourism 
product base (Quinn, 2003; Ireland West Tourism, 2003) and “identify new tourism 
products in order to capture new market segments in ‘weaker’ areas of the west” 
(Ireland West Tourism, 2003).
One way of bringing complementary products together and increasing innovation is 
packaging. Much discussion involved the lack of effective packaging techniques used 
and encouraged within the western region. The value of effective packaging, that is 
selling two or more complementary products together to give added value, has been 
recognised.
6.6.2 In n o v a t io n  an d  p a c k a g in g
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“I think value will be the driver, and value doesn’t mean just low 
price, it’s what you get in return for what you give so I think there’s 
various ways you can come at that, that will drive your business... 
look at yield management how you can get mid weeks and do those 
sorts of specials... I think the bundling of product, you know how we 
package, there are opportunities there... I think there’s scope for 
greater creative packaging” (resp.10, tourism and enterprise 
development authorities)
Product packaging has been recognised within Irish literature as an area in which the 
Irish tourism product is lacking and one which has the potential of both offering 
better value for money and lengthening the tourist season (ITIC, 2003 Shannon 
development, 2003; Tourism policy review group, 2003). Examples have been 
suggested, including ‘Visit Ireland’s Five Most Historic Sites’; ‘Play Ireland’s Five Great 
Links Courses’; ‘Walk the Shannon for a Week’; ‘Brian Boru national trail’; the 
introduction of explorer tickets; Specialist sporting activities including horse and 
greyhound racing, car touring, health and well-being tourism all aimed at encouraging 
the visitor to explore (ITIC, 2003 Shannon development, 2003; Tourism policy review 
group, 2003). Two existing examples of innovative packaging involving several 
enterprises include Mayo Horsedrawn Caravans (www.horsedrawn.com) and Killary 
walking and cycling tours (www.Killary.com) both of which provide packages which 
involve travelling a circular route whilst availing of several tourist services along the 
way (e.g. accommodation, catering, attractions, etc.).
Although clearly some excellent work has been done to date in this area, tourism 
development authorities and entrepreneurs need to look at the routes that are currently 
available into the west and develop strategies for tying in appropriate products. 
Literature promotes the idea of incentive programmes which could be introduced to 
provide free marketing or editorials towards institutions who promote good value for 
money or incentives for greater off-season value; perhaps payroll costs or other 
taxation measures could discriminate in favour of those providing off-season products 
(Bord Failte, 2003; Ireland West Tourism, 2003). The packaging described in this 
subsection is also a form of business networking, highlighting yet another overlap 
between factors but also the importance of encouraging enterprises to work together.
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An example of an innovative product, that ties in the issues of complementary 
attractions and packaging, but that also links closely with the issues of support as 
developed in the previous section is that of walking tourism. This type of product 
generally involves the packaging of related elements within a relatively limited given 
geographic area, and the cooperation of a number of complementary products and 
services. Support is required at many levels, not necessarily just with the simple 
outlay of funds, but rather that of “joined-up-thinking”, symbolised in the walkers’ 
leisurely progress from place to place. Walking tourism simply cannot function 
without the parcelling and packaging of products and attractions, without the 
complementary products (walkers need tourist facilities i.e. accommodation, catering, 
etc.) and without the support of authorities who will put in place the structures to 
make it legally and physically possible for the walkers to follow a route and enjoy the 
landscape and culture surrounding them. In this sense, this short profile of the issues 
surrounding walking tourism in the western region can be seen as a case study for 
many of the issues raised above.
As a tourist activity walking is enjoying an increase in tourist numbers. Table 6.10 
shows the dramatic increases in numbers between 2003 and 2008.
6.6.3 W a l k in g  t o u r ism
Table 6.10 Overseas participants in hiking/hillwalking (000’s)
2003 2004 2005 2006 2007 2008
All visitors 168 259 279 335 511 517
holidaymakers 129 188 226 255 420 383
Source Fâilte reland (2007, 2009)
Constraints identified in this area centre round the themes of access and infrastructure 
for walking in the western region. Problems accessing some parts of the countryside 
for the purposes of hill walking have placed limitations on the development of this 
activity as a tourist attraction. There have been problems in the west of Ireland 
concerning access to the countryside for walking, these are caused by the conflicting 
agendas of walkers and land owners. This is precisely the example of a lack of joined- 
up thinking, of the kind of support from the authorities that involves more than a 
clever marketing campaign, or more innovative tax breaks.
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“If you have a walking business for instance, you can’t access the 
countryside; we have a huge amount of commonage and there hasn’t 
been proper deals done with farmers to access the commonage 
obviously, and if you’re in the walking business and you’re using 
things like the western way and stuff like that, which again problems 
have arisen on it and its now closed, that’s an obvious example” 
(Resp.2, tourism and enterprise development authorities)
Along with the resolution of difficulties regarding support issues, research 
participants also proposed further development and marketing of sign-posted walking 
routes. Dissatisfaction was expressed regarding the current facilities for walkers i.e. 
advice, signposted walking routes, specialised maps, and marketing of these facilities. 
It was recognised that strangers to an area are usually reluctant to stray from the road 
unless there is a signposted or well-mapped route to follow.
“I think another area that could be developed further... is the walking 
facilities, quite a lot of our visitors enquire about where can they go for 
walking and it is a spectacular area for walking and I do a lot of walking 
myself along the cliffs and hill walking and that but for visitors, strangers to 
the area unless you know the area, know where to go that’s very different, 
there’s no trails as such” (Resp.8, manager of tourism attraction, Mayo)
However, relevant government bodies are aware of such issues and in 2004 
Comhairle na Tuaithe was established to develop a countryside recreation strategy 
focussing on the three priority areas of access to the countryside, developing a 
countryside code and developing a countryside recreation strategy. More recently, a 
national team of rural recreation officers were employed in order to work with land 
owners and other stakeholders in the implementation of this strategy. The 
development of a network of looped walks is also underway, making walking more 
user-friendly and accessible. Additionally, the website ‘walkireland.ie’ has been 
developed and gradually enhanced providing an excellent source of basic information 
for walkers.
As can be observed from the statistics above, walking is a valuable tourism activity 
for which the western region has an abundance of natural amenities. As an activity it 
adds value and choice to the tourist experience and it can be integrated with other 
products as in the example of Ireland’s recently developed ‘Heritage Trails’ and 
Scotland’s ‘Walker Welcome Scheme’ (Tourism intelligence Scotland, 2007), which 
has recently been replicated within the Irish context. Although progress has clearly
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been made over the last few years, the western region needs to further capitalise on 
the ideal natural resources it has at its disposal by ensuring that issues associated with 
access are dealt with and infrastructure is further developed.
In summary, factors that contribute to the attractiveness of destinations are the 
number of other tourism enterprises in the same geographic area and the variety of 
tourism activities offered to the tourists. It is no coincidence that successful rural 
tourism destinations have created a ‘neighbourhood effect’ of clusters of tourism 
enterprises (Sharpley, 2006). Such destinations can be looked upon as best practice 
models, examples from which the western region can learn. Major tourism attractions 
have obvious positive implications with regard to development and entrepreneurs in 
the region consider the lack of major tourism attractions to be a constraint. However, 
the initial investment required and the potential lack of economic and environmental 
sustainability throws doubt on the suitability of such projects in rural areas. The 
clustering of smaller enterprises is perhaps a more suitable alternative and one that 
should be actively encouraged by Failtc Ireland. Walking and other outdoor activities 
require much less investment and add value and choice for the tourist; however, the 
lack of supporting infrastructure is a major constraint. Comhairle na Tuaithe was 
established to solve the access issues, but has according to its critics achieved little 
progress thus far (KIO, 2009). Rural tourism enterprises have a role to play in the 
provision of supporting infrastructure and services and should recognise the financial 
potential of this natural resource. Fâilte Ireland can encourage enterprises in this 
regard by raising awareness of the opportunities available. In the face of increasing 
competition, the entrepreneurs of the western region must focus on innovation and 
offering a product which is differentiated from its main competitors. Networking and 
imaginative packaging are keys to achievement of this and these activities require the 
support and encouragement of tourism authorities.
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Questionnaire respondents were asked if they found their location in the western 
region to be an advantage or a disadvantage. The results revealed interesting findings. 
59% answered that it was an advantage whilst 53% took the opposite view. 8% 
indicated that it was both an advantage and a disadvantage. Respondents were also 
asked to expand on their answers by giving reasons for their choice. An array of 
responses was achieved; however, the positive mostly focussed on the unspoilt 
natural resources of the region and their suitability and appeal to tourists, concurring 
with the findings of Nilsson et al (2005).
The following are examples of some of the positive comments:
“We have a wonderful region that foreigners love”,
“Best fishing in Europe”,
“Beautiful scenery and wildlife, e.g. dolphins”,
“Best part of Ireland for walking”,
“No traffic jams”,
“The west is packed with resources -  lakes, rivers, mountains, clean air”,
“Beautiful countryside and views”.
In analysing the results, it must be recognised that this is not as straightforward a 
question as it may seem. Although the findings indicate a slightly larger number 
identifying the positive attributes of their location, analysis of these ‘optimists” 
questionnaires reveals that although they value these important aspects of the region, 
they also identify significant constraints, many of which can be linked with their 
location. The question did not state how many boxes were to be ticked. Respondents 
may have felt that as there were two choices that this was a dichotomous question 
with only one possible answer and as a result ticked just one box. Interpretation of the 
results indicates that had further instructions been given then more than 8% would 
have ticked both boxes.
The negative comments of respondents included the following:
“The eastern region seems to get more support from government agencies”,
6.7 LOCATION
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“Poor road infrastructure, signage and indifference of local authority to tourism 
development”,
“East coast is marketed over western area. More finance spent on eastern area”,
“We are at the end of the road in Donegal, and it’s a very bad road”,
“Lack of access”,
“Lack of air transport into the west”,
“I feel this area is not marketed well enough and many tourists follow the well worn 
tourist path from the east down to the south west”,
“Not enough for tourists in area”.
Negative comments tended to focus on two principal areas. The first was the lack of 
government support, especially in terms of marketing, compared to the eastern side of 
the country. Although Irish policy documentation recognises the importance of 
achieving a more even dispersal of tourism throughout the regions, it is clearly 
evident that this is not happening, and in addition, the success of the east seems to be 
contributing to western entrepreneurs’ perception of constraints. The second area of 
comment was the problem of attracting and physically transporting visitors into and 
around the region.
The findings with regard to location overall tend to echo those of international 
literature which documents the specific problems associated with tourism 
development in peripheral regions (Hohl and Tisdell, 1994; Maki and Pukkinen, 
2000; Ateljevic and Doome, 2003; Nilsson et al, 2005; Williams and Mac Leod, 
2005; Fuller-Love et al, 2006; Mochrie et al, 2006; Ateljevic, 2007; Haber and 
Reichel, 2007; Siemens, 2007; Cawley and Gillmor, 2008). Location also overlaps 
with most of the other constraints identified within this study. For example, the rural 
landscape and slow paced lifestyle of the west have the potential to attract more 
lifestyle-motivated entrepreneurs than those who are more economically oriented. 
The physical inaccessibility and isolation of the region has both advantages and 
disadvantages. The limited size of the market, more extreme seasonality and the 
resulting low turnover contributes to the lack of attraction for those seeking a 
lucrative opportunity and necessitates a second source of income in most cases. 
Marketing is made more challenging by this isolation and the lack of critical mass of 
tourism product in rural locations results in few opportunities for networking or
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cooperative marketing. Support must be transparent and fairly distributed, reflecting 
the need for a dispersal of tourism activity out of the main urban areas. It must 
identify the advantages of the rural location (including both the attraction for tourists 
and lifestyle entrepreneurs) and the most appropriate ways of capitalising on these.
The attraction of tourists to the region in the first place as a place worth visiting, is 
bound to the rural/urban and central/peripheral dichotomy. The packaging of 
Ireland’s western region as a destination needs to exploit this to its advantage, 
perhaps using the culturally ingrained notion of the rural idyll, but it also has to 
overcome this dichotomy in its packaging of the region as a destination. Many 
respondents to the survey have lamented the fact that there is nothing to do on a wet 
day in the west-of Ireland countryside. This is why the region must look at selling 
itself as rural, but also with indoor activities, be they shopping in Galway, art- 
galleries in Connemara or the pubs of Sligo. It is not the direct goal of this study to 
make marketing recommendations, but as regards the impact of location and how it 
interacts with the other constraints. The packaging of the region as one compact area 
with the attractions of the rural and the back-up of the urban/cultural would perhaps 
overcome many of the negatives associated with location, as experienced by its 
stakeholders.
6.8 IMPACTS OF ENTREPRENEUR AND ENTERPRISE 
PROFILE ON EXTERNAL CONSTRAINTS
As discussed in section 5.4 the emerging theory has highlighted the significance of 
the impact of the characteristics of the entrepreneur and the enterprise on the potential 
constraints experienced. Within the literature the personal factors which affect 
enterprise development are discussed (Hodgetts and Kuratko, 1995; Byers et al, 1997) 
as are the implications of the characteristics of the enterprise itself (Boer, 1999; 
Russell and Faulkner, 1999; Ateljevic, 2002; Morrison and Teixeira, 2002; Reichel 
and Haber, 2004; Ateljevic, 2007). This impacting force is important with regard to 
the development of the theoretical framework as it is imperative to illustrate this 
impact. This will be done through the addition of another level to the framework
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which will act as a filter, whereby the constraints experienced in each instance are 
subject to the impact of the entrepreneur and enterprise profile (see figure 7.1).
A straight-forward reading of the quantitative results provides little evidence to show 
that the personal characteristics of the entrepreneur have any impact on the external 
constraints identified. However, an examination of the literature along with a deeper 
reading of the empirical results reveals several influential relationships. Personal 
motivation is possibly the most important characteristic in this regard. Although there 
is little empirical evidence available to compare the west to other regions, lifestyle 
motives are widespread within the research population (see section 5.3.3). Literature 
reveals an important connection between motivation and location, stating that certain 
rural locations (such as the west of Ireland) have a particular attraction for lifestyle 
motivated entrepreneurs (Andrews et al, 2001; Morrison, 2006). This means that as a 
result of personal motivation, ‘location’ may be considered by some entrepreneurs to 
be more of an opportunity rather than a constraint.
Similarly, motivation also has an apparent affect on seasonality as a constraining 
factor, with lifestyle motivated entrepreneurs often seeing the shorter season as a 
benefit rather than a constraint (Andrews et al, 2001). The results of the questionnaire 
accordingly reveal that a significant percentage of entrepreneurs (31.9%) do not see 
seasonality as a constraint at all. Morrison (2006) also points to the financial concerns 
of these entrepreneurs whose primary concern is earning enough to break even or pay 
the bills rather than making huge profits. Within the context of the western region 
financial concerns are at least partially allayed by the existence in most cases of 
additional sources of income apart from the tourism enterprise. This may have an 
effect on how tourism entrepreneurs view the factors relating to the cost of operations 
and the extent to which they feel the need for government support.
Cross referencing the quantitative results reveals a number of ways in which the 
characteristics of the enterprise (business type and size) have an affect on the external 
constraints. As proposed by Reichel and Haber (2004) and Boer (1999), enterprise 
type, for example, appears to have an effect on the principal barriers experienced. By 
grouping each business type, it was revealed that overall access and infrastructure 
was the highest ranked constraint for hotels, hostels/campsites/caravan parks, visitor 
attractions and B&Bs/guesthouses. However, other business types identified
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seasonality, marketing, insurance and availability of support as their highest ranked 
constraints. There may also be a relationship between business type and the 
identification of barriers to the business’s ability to provide value for money. For 
example, most B&Bs/guesthouses found the cost of food and drink to be their barrier 
in this regard whilst other business types tended not to rate this constraint as highly. A 
correlation was identified between business type and having sought 
assistance/support with a much higher percentage (81%) of visitor attractions and 
activity providers having sought help. This may mean that this type of business needs 
more support than others or that more support is available for this type of business. 
The results also indicate a relationship between turnover and having sought 
assistance. Those enterprises with a higher turnover are more likely to have sought 
assistance which may suggest that assistance has aided their successful development 
or that certain enterprises or their owners are more growth oriented and that that these 
two factors go hand in hand.
The cross-referencing and correlation of the characteristics of the entrepreneur and 
the enterprise and the potential constraints is important both from the perspective of 
theory development and of policy formation. The impact of these characteristics must 
not be underestimated and as seen, can determine whether a particular factor is a 
constraint or in fact an opportunity with regard to enterprise development. It is 
important to examine each factor discretely in order to establish its significance and 
achieve clarity however, it is also vital to recognise the interdependence of each 
factor and find a way of illustrating this interdependence. The acknowledgment of 
this interdependence is an important contribution of this study and its illustration in 
the theoretical framework is an innovative addition to existing theory. From a 
practical perspective the impact of these characteristics must be bome in mind by 
policy makers. However, this study has merely introduced this concept and more in- 
depth research is necessary in order to establish the full extent of this impact.
6.9 CONCLUSION
This chapter has not only followed the structure of the emerging theoretical 
framework developed as a result of the literature review, but has also significantly 
strengthened this framework by analysing the practical experiences of tourism
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entrepreneurs in the western region. It has also contributed to the successful 
achievement of the requirements of the second objective in clearly identifying those 
external factors which constrain the development of tourism enterprise in the region.
The physical remoteness of the region has a huge impact on how tourism enterprise in 
the west of Ireland can operate. In the rural context of the region, access and 
infrastructure is a major challenge. In examining existing literature, it is evident that 
due to the nature of the product, access is an inherent constraint of rural tourism. 
However, this is contributed to in the context of this study by the western region’s 
geographically isolated location on the westernmost side of an island nation on the 
periphery of Europe. The region’s position on the opposite side of the country to the 
nation’s capital, which is the main gateway to the country for tourists, and the 
weaknesses of the road and public transport infrastructure, make it, if not an unlikely 
option, at least a choice that is not a simple one for the growing number of tourists 
taking shorter breaks.
Tourism entrepreneurs in the western region find themselves in a difficult position 
financially. They want to provide an attractive product that represents value for 
money but are subject to high operational costs (which they share with their 
counterparts throughout the republic) such as the costs of food and drink, insurance, 
tax, and compliance with various regulations including minimum wage and health 
and safety. The interdependent nature of the industry and the prevalence of micro­
sized enterprises results in an increased vulnerability among the research population 
to changes in overheads. This constraint is exaggerated by an increase in competition 
from alternative destinations and a growing emphasis on value for money.
As well as being faced by these constraints, which, as has been noted, is true for 
operatives from Dublin to Kerry to Donegal, entrepreneurs in the western region are 
also constrained, it would seem, by the limited business opportunities as a result of 
the unpredictability of market demand and the length of the tourist season, which are 
said to discourage private investment in the industry. The effects of seasonality are 
more acutely felt in the rural tourism context because of its dependence on the natural 
environment. Entrepreneurs recognise the value of a local market in bolstering tourist 
numbers, but low population levels are a definitional characteristic of rural areas. 
Therefore, the draw of the region for lifestyle entrepreneurs and those with additional
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incomes who are less affected by such issues is extremely important in order to 
ensure tourism supply in rural areas. And what is seen as a drawback by some, the 
seasonality, may well be, for this type of entrepreneur, a positive attraction, of their 
existence and operation in the region. And though the economic returns for the 
entrepreneur themselves may not seem very high, their very existence is of high value 
to the region in its social impact in a region harshly affected by the decline in 
agriculture and ensuing population decline, but also, more directly related to the topic 
of this study, their existence is a link in the supply chain of the overall tourism 
product, that can allow the region to draw in tourists and other operators to exist. For 
the tourism sector in a region is an eco-system, each element dependent on the other, 
with these lifestyle entrepreneurs fulfilling a place as important as any other, if not 
even more important given how important they are in the region, where very few 
operators are making much money from tourism.
Location, as we have seen, is an overarching theme of this study, which relates to 
many of the other issues identified within this thesis. Respondents identified both the 
positives and the negatives of their rural location, centring round the scenery and 
natural resources and the problem of access and lack of support from Dublin-based 
development authorities. When pointing out what they felt to be primary deficiencies 
in the region’s own tourism make-up, stakeholders spoke of the lack of major tourism 
attractions, the lack of innovation and packaging and the lack of infrastructure for 
walking. These factors cannot be easily disassociated one from the other, and 
combine to create a vicious circle which has serious implications for the overall 
development of the rural tourism industry.
There is a widely felt dissatisfaction among tourism entrepreneurs with the current 
support provided by tourism development authorities. The specific issues identified 
include problems with the marketing and market research activities, the type and 
distribution of support, difficulties accessing existing support mechanisms and the 
failure of tourism development authorities to achieve a greater geographic spread of 
tourism development. Keeping in mind the tendency for tourism entrepreneurs to 
blame external factors for their hardships and the evidence provided by literature of 
the experience of similar issues worldwide, it may be necessary to examine the 
foundations of entrepreneurs’ anger and bitterness towards tourism development
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authorities. However, a lack of awareness among entrepreneurs of the assistance 
available and their well documented self-reliance may also lead to misunderstanding 
and mistrust between the two stakeholder groups. One must also be aware, as we have 
seen when discussing the issues surrounding walking, support is more than just 
financial, but also one of planning and development of a region’s and a country’s 
infrastructure at many different levels. It is small rural tourism enterprises, because of 
their interdependent nature, who feel the effects of a lack of such joined-up-thinking 
more than would their urban or large-scale counterparts, who can offer a more self- 
contained product. For tourism is an interdependent industry where the greater the 
number and variety of products, the greater the chance of success. This is true of all 
tourism products, but is even more keenly felt in the small-scale rural context. 
However, this rural context is characterised by a limited market and population size, 
resulting in a lack of economically viable business opportunities. The lack of a critical 
mass of tourism product results in fewer opportunities for networking and limited 
facilities for tourists, hence the importance of each and every operator to the success 
of the whole, no matter how small that operator may appear when looked at from the 
viewpoint of the balance sheet.
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CHAPTER 7:
CONCLUSION
7.1 INTRODUCTION
This chapter brings the two previous findings chapters together, and explores 
their implications. It will firstly examine how the thesis has contributed to 
knowledge by achieving the aim as laid out in chapter one and each of the 
objectives associated with it. Secondly, the final theoretical framework, as it has 
been worked out, will be presented and discussed. The subsequent section will 
provide a summary of the profiles of both the enterprises and the entrepreneurs 
operating in the region. With this contextual information in place, the 
conclusions reached in relation to each of the categories identified within the 
theoretical model will be considered. The chapter will conclude by highlighting 
issues brought to light by this thesis which warrant further research.
7.2 THESIS AIM AND OBJECTIVES REVISITED
Aim: ‘To extend, through empirical investigation and theoretical development, 
existing knowledge by identifying and evaluating the constraints on the 
development of rural tourism enterprise in Ireland’s western region’.
Achievement of the objectives discussed below provides evidence of the 
realisation of this aim. The three objectives were interdependent and each one 
was necessary to realising this aim. Objective one involved the review of 
‘existing knowledge’, whilst objective two entailed the completion of ‘empirical 
investigation’. The combined fulfilment of these two objectives led to the
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extension of existing knowledge and the development of a theoretical 
framework.
Objective one: ‘To review existing theoretical contributions relevant to this 
topic’.
Chapters two and three provide evidence of an extensive review of the relevant 
literature, which involved the integration of different disciplines to advance this 
specific area of research. This review firstly examined the contextual issues 
surrounding the core concept of rural tourism enterprise. The themes of rural 
tourism, enterprise and entrepreneurship were defined and explored. In 
examining the theoretical foundations of this study, the existing theoretical 
frameworks were investigated and evaluated in order to begin the process of 
developing a new theoretical framework. The first stage of this framework is 
featured at the end of chapter two, and gives structure to the remainder of the 
review, which identifies, categorises and discusses the internal and external 
constraints featured within the literature. Altogether, existing theoretical 
contributions were found to be rather broad, covering many different contexts, 
approaches and business disciplines. The challenge of the review therefore, was 
to bring together this disarray of sources in order to better understand the topic.
Objective two: ‘to undertake primary research to identify constraints on tourism 
enterprise development in the western region’
In retrospectively considering the breadth of the findings and the variety of 
stakeholder perspectives to be represented, the complexity of this topic becomes 
even more apparent. Thus studying the dynamic nature of the topic required an 
innovative approach. According to Ateljevic (2002), “Existing studies in the 
field have generally been characterised by the quantitative approach where the 
perspective of the small firms’ owner/manager has been generally ignored” 
(p.321). The qualitative method of in-depth interviews aimed to improve on this 
one dimensional approach by giving a voice to the operators to talk about the 
constraints they had experienced. As well as providing a wealth of qualitative 
data, these interviews also served the important purpose of combining with the
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results of the literature review to inform the design of the questionnaire. The 
validity of the research was strengthened by the triangulation of methods in 
which the qualitative data and international literature was combined with a 
quantitative survey based upon a representative sample reflecting the structure 
of the rural tourism sector within the study region. This overall method has not 
only allowed the identification of constraints but also the quantification and 
comparison of this data.
Objective three: ‘to develop a theoretical framework for understanding and 
further investigating the subject’.
Grounded in general management and tourism specific literature, this thesis 
represents progression in this academic field by providing an integrated 
framework which can guide further empirical research. The principal strength 
of the framework proposed lies in its integrative role, visually presenting the key 
potential constraints on enterprise development, their relationships and 
interdependencies and the additional factors which influence their severity. It 
reveals that rural tourism enterprise is constrained by a combination of 
interlinking internal and external factors. The variables for inclusion were first 
recognised during the parallel processes of the literature review and the 
qualitative data collection and analysis. However, it is only at this juncture, after 
examining the findings of empirical research and comparing them to 
international literature and the initial framework, that this framework can be 
reassessed, evaluated and further developed. The following section will present 
the new framework which has evolved during this process.
7.3 THE FRAMEWORK
The new and final theoretical framework as illustrated in figure 7.1 has evolved 
from that which was presented and discussed at the end of chapter two. This 
framework can only take its final form after the examination of empirical data, 
its collection, analysis and comparison along with the previously completed
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review of international literature, so there is certainty about the variables, their 
relationships and their individual and combined significance.
Figure 7.1 Constraints on the development of rural tourism enterprise
Profile of entrepreneur Profile o f enterprise
Constraints
Rural tourism enterprise development
INTERNAL FACTORS
-Enterprise
Entrepreneur
Iluman resources 
Marketing 
Enterprise size
Motivation 
Education, training 
& Experience
EXTERNAL FACTORS
Demand & seasonality 
Access/infrastructure 
Complementary product 
Cost o f  operations 
Location 
Support
POLITICAL - ECONOMIC - SOCIO-CULTURAL -  TECHNOLOGICAL -  ECOLOGICAL
Analysis of empirical data and comparison with international literature has 
emphasised the relevance of each of the variables within each category. Section 
7.5 will summarise the main findings in each of these categories, but we will 
begin here with an overview of the structure of the framework, and how it is to 
be interpreted.
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The framework should be read from the bottom up, due to the upward direction 
of its flow. The significance of the PESTE factors to the tourism business 
environment has been highlighted by Ateljevic (2002). But as additional to 
Ateljevic’s input, the tourism industry’s sensitivity to external macro- 
environmental factors has been documented by many authors and stakeholders, 
including Failte Ireland (2009). Therefore although not central elements of the 
framework, the PESTE elements are part of the overarching background 
structural context which must be taken into account, directly and indirectly 
affecting entrepreneurs, enterprises and the factors constraining their 
development (see section 3.4).
The macro environmental factors provide a context for the internal and external 
factors to which they point. The factors within these two categories have the 
potential to constrain rural tourism enterprise development. Examination of 
literature identifies the recurring use of these categories in both general business 
(Carsrud et al, 1986; Barber et al, 1989; O ’Gorman and Cunningham, 2007) and 
tourism specific literature (Ateljevic, 2002; Morrison and Teixeira, 2004; 
Reijonen and Komppula, 2007) in fact most studies examining the factors 
effecting business performance utilise this method of categorisation (see section
2.4.2). The internal factors include both those relating to the entrepreneur and 
those of the enterprise. It was considered necessary to illustrate the overlap 
between these two categories as a result of their inextricability in the small 
enterprise context (McCartan-Quinn and Carson, 2003). The significance of this 
overlap is further emphasised by the fact that in reality many of the enterprises 
within the research population are one man/woman shows. It must also be 
observed that the boundary of the ‘external factors’ category has been physically 
stretched around all three categories to illustrate the influence of the external 
factors on the individual and the enterprise. The significance of this interaction 
between the internal and external factors has been widely documented 
(Timmons, 1994; Morrison et al, 1999; Bums, 2001; Morrison, 2002; Irvine and 
Anderson, 2004), with authors advising against studying the entrepreneur in 
isolation or out of context.
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Both empirical and secondary data have continuously made reference to the 
impact of the profile of the entrepreneur and the enterprise on the constraints 
experienced. For example, Byers et al (1997) mention various personal 
characteristics which affect enterprise development whilst the top ten sources of 
managerial incompetence compiled by Hodgetts and Kuratko (1995) includes 
mostly personal characteristics of the entrepreneur. Reichel and Haber (2004) 
and Boer (1999) suggest that the various subsectors of the tourism industry have 
unique characteristics and may as a result experience different constraints, while 
the heterogeneous character of tourism enterprise and the implications of the 
variables within the enterprise are also referred to by several authors (Russell 
and Faulkner, 1999; Ateljevic, 2002; Morrison and Teixeira, 2002; Ateljevic,
2007).
But given the variability within the tourism sector, and the range of variation 
between subsectors, a statically understood framework with which to understand 
it would be of little use, and would be a hindrance as much as a help. For the 
framework aims to be a tool, for use going forward, not a finding to be studied 
or seen as a snapshot o f a moment. So, rather than viewing the framework as a 
rigid two-dimensional, static, structure, it should be considered as flexible, and 
used in that way, i.e. dependent on the various contextual factors: the model 
may be stretched in any direction to signify the greater importance of a 
particular factor or category. It must also be recognised in the application of this 
model -  for it is meant to be applied - that not all of the factors represent 
constraints in all circumstances, in all contexts, and some may in fact represent 
potential sources of success or opportunities (for example, lifestyle 
entrepreneurship may be the only reason for tourism enterprise development in 
some isolated areas). The arrows towards the top of the framework illustrate this 
point by indicating that in considering a particular circumstance, each factor 
may or may not be recognised as a constraint on rural tourism enterprise 
development.
This framework builds on previous examples in a number of ways. Firstly, it is 
the only framework in existence which directly addresses the constraints on 
rural tourism enterprise. Existing frameworks have been useful in this respect
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but are more general in their perspective. The ability to illustrate the 
relationships between the categories of constraints is another feature of the 
framework which sets it apart from previous theoretical models, whose rigid 
structures do not allow for this. A further improvement on the first stage of the 
framework (figure 2.5) is the inclusion of the profile of the entrepreneur and the 
enterprise, whose influence on potential constraints is an important 
consideration, and to be borne in mind by future researchers and policy-makers. 
Finally, the framework aims to show that the complexity of the area is such that 
factors will entail different effects in each circumstance and may or may not act 
as constraints at all.
7.4 THE ENTERPRISES AND ENTREPRENEURS
Heterogeneity was a key characteristic of rural tourism enterprise. Types of 
operation ranged from small seasonally operated B&Bs to large hotels and 
residential adventure centres; table 7.1 illustrates their typical profile. The hotel 
sub-sector stood out as being different in several ways to other rural tourism 
enterprises, mostly due to their larger size; the table below has separated this 
business type from the others.
Table 7.1 Typical profile of tourism enterprises in the western region
Hotel Other
• More than 16 full time employees (at the 
busiest time of year)
•  Turnover more than €100,000
• Responsible for the majority of its 
owner/manager’s household income
•  Optimistic with regard to future 
profitability
• Less than 15 years old
• Less than 3 full time employees (at the 
busiest time of year)
• Lack o f resources (money, time, staff)
• Turnover less than €20,000
•  Responsible for less than 50% o f its 
owner/manager’s household income
•  Stable or decreasing profitability
•  Less than 15 years old
In order to rely on tourism enterprise as a sole source of household income, it 
was found that a turnover of €50,000 is necessary. All questionnaire respondents 
within the hotel sub-sector indicated turnovers in excess of €100,000. The 
picture is very different for the non-hotel enterprises, that mostly have turnovers 
of less than €20,000, and as a result these entrepreneurs must rely on sources of
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income external to the enterprise. Similar findings have emerged elsewhere 
(Long and Lane, 2000; Ateljevic, 2002) and are due mainly to the limited 
market size in rural locations and the ‘hobbyist’ approach (Morrison and 
Teixeira, 2004) often adopted by lifestyle-oriented entrepreneurs. Most non­
hotel enterprises had less than three employees, while many had no additional 
staff bar the entrepreneur him/herself or used family members as a source of 
labour. Such ‘micro’ enterprises are documented to be a characteristic of the 
rural tourism industry (Lane, 1994; Lee-Ross, 1998; Fuller-Love et al, 2006; 
Cawley and Gillmor, 2008). The number of staff employed in hotels was higher 
and varied widely. A lack of resources is characteristic of smaller enterprises 
(Morrison, 2002) and contributes to many of their constraints. With regard to 
future profitability, hotel owners/managers were optimistic while their 
counterparts in other sectors were less so; however, this latter finding is most 
likely due to the large number of B&Bs in the sample and the recent decline in 
their popularity (Failte Ireland, 2008). Similar to their counterparts 
internationally (Siropolis, 1986; Buhalis, 1996; Page et al, 1999), most 
enterprises were less than fifteen years in business, even in the B&B/gucsthouse 
sector, which is clearly still attracting investors despite its above-mentioned 
downturn.
Empirical data revealed a vastly diverse range of entrepreneurial characteristics. 
Based on the survey findings, table 7.2 outlines the characteristics of the 
majority of the study population. B&B/guesthouse owners displayed several 
unique characteristics and their dominance within the sample tends to skew the 
results. Therefore, the table deals with them separately. It must be recognised 
that the results displayed are merely a generalisation and designed to give an 
idea of the profile of entrepreneurs in the region and aid the interpretation o f the 
theoretical framework.
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Table 7.2 Typical profile of tourism entrepreneurs in the western 
region
B&B/guesthouse owner Other entrepreneur
• 45-54 years old • 25-54 years old
• Female • Married
• Married • Combination o f economic and lifestyle
• Combination of economic and lifestyle motivations
motivations • Financially stable (another source of
• Financially stable (another source of income)
income) • 3rd level education
• 2nd level education • Has completed some type of business-
• Has completed some type o f business- related training
related training • No previous experience in the tourism
• No previous experience in the tourism 
industry or as an entrepreneur
industry or as an entrepreneur
Tourism entrepreneurs in the west of Ireland are on average of a similar age to 
Irish entrepreneurs in general (Fitzsimmons and O’Gonnan, 2005) and to 
comparative tourism-specific samples worldwide (Ateljevic, 2002; Pasanen, 
2003; Morrison and Teixeira, 2004). The dominance of female entrepreneurs in 
the B&B/guesthouse sector differs significantly from the overall male to female 
ratio among entrepreneurs in Ireland which is 3.1 to 1 (Fitzsimmons and 
O ’Gorman, 2005) but concurs with a study carried out on a similar sample in 
New Zealand (Ateljevic, 2002). It also reflects the use of this type of business in 
a situation where one seeks to balance domestic and commercial objectives 
(Morrison, 2006) and tourism’s suitability to the home-based context. The above 
average number of entrepreneurs who were married links to the prevailing 
characteristic of family-run businesses evident in the rural tourism sector 
generally (Carter et al, 2002; Getz and Carlsen, 2005; Morrison, 2006; Reijonen 
and Komppula, 2007) or at least some degree of family involvement but also to 
the fact that most tourism enterprises in the region do not financially sustain 
their owners and additional sources of income are required, such as a spouse’s 
salary. As a result of the often isolated locations, limited market size and the 
aforementioned limited incomes, lifestyle motives are very important in 
attracting potential entrepreneurs (Ateljevic and Doome, 2001).
Although B&B/guesthouse owners tended to have achieved a lower level of 
education than entrepreneurs in other industry sub-sectors, entrepreneurs in the 
region displayed a level of education above the general national average (CSO,
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2006) and had mostly completed some type of business-related training. The 
majority had no previous experience in the tourism industry or as an 
entrepreneur. This sets tourism entrepreneurs apart from their counterparts in 
other sectors, of whom 75% indicate having previous management experience 
(Kinsella and Mulvenna, 1993, cited in O’Gorman and Cunningham, 2007). It is 
revealed that this may be due to a perception among potential entrepreneurs of 
the industry as being one in which one can operate with little experience 
(Morrison and Teixeira, 2003), and due also to the low entry barriers to the 
industry (Long and Lane, 2000). Overall, tourism entrepreneurs in the western 
region have shown similar characteristics to those documented by contemporary 
authors in comparative rural and peripheral destinations worldwide. Though 
tables 7.1 and 7.2 outline the general profile, the heterogeneity of the group 
reveals a need for further analysis and the development of a typology of rural 
tourism entrepreneurs, taking into account sub-sectors within the industry, 
business size, personal motivations, etc. which is beyond the scope of this thesis.
As has emerged throughout chapters five and six (in particular sections 5.4 and 
6.8), the characteristics or profile of the entrepreneur and the enterprise can have 
a significant impact on the constraints experienced and even determine whether 
a factor represents a development constraint or not. For example, firstly with 
regard to the profile of enterprises, hotels tend to have more human resource 
related problems due to their larger size and labour intensivity; secondly as 
regards entrepreneurial profile, lifestyle motivated entrepreneurs often see 
seasonality as a positive factor rather than a constraint.
The fluid nature of the potential constraints, and their dependence on enterprise 
and entrepreneurial profiles points to the need for further in-depth research 
which takes into account differences associated with enterprise sub-sector and 
the personal characteristics of entrepreneurs. However, the factors representing 
potential constraints have been identified. Let us look at these next, bearing this 
caveat in mind as we do so.
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Research findings have exposed two principal sources or categories of potential 
constraints, internal and external, understanding that these two categories 
overlap significantly, as illustrated by figure 7.1. The findings in relation to each 
of these various factors will now be summarised, bearing in mind as we do so 
that this study as well as contributing to theoretical development is meant to be 
of practical use, and that a primary use will be in aiding decision-makers of 
various governmental and non-governmental levels to turn these factors from 
constraints to opportunities.
7 .5 .1  I n t e r n a l  f a c t o r s
The internal factors relate to both the entrepreneur and the characteristics and 
operation of the enterprise itself, since the size of the enterprises means that 
these characteristics are to a large degree inseparable (McCartan-Quinn and 
Carson, 2003; Morrison and Teixeira, 2004).
Motivation
Lifestyle-oriented objectives appear to be prevalent among tourism 
entrepreneurs in the region. Although it is difficult to get an exact picture, the 
empirical findings indicate the significance of this phenomenon in the west. 
Considering its advantages and disadvantages, the concept of lifestyle 
entrepreneurship has a hugely significant role to play in many aspects of this 
study. Although this phenomenon is often characterised by a deliberate 
constraining of growth (Ateljevic and Doome, 2001; Morrison and Teixeira, 
2002; Hollick and Braun, 2005), and by a number of other constraints (see table
3.4) which limit the opportunities for economic gain and employment creation, 
and thus may be seen as a constraint to development in itself, it does however 
support the possibility of the very existence of rural tourism, which by its very 
nature is small scale. Both the tourism industry and life in the rural western 
region are attractors to potential lifestyle entrepreneurs. Lifestyle 
entrepreneurship may thus be responsible for the growth of the rural tourism 
sector in the west of Ireland, as Hall and Rusher (2004) found of the B&B sector 
in rural New Zealand, and this motivation may, as a result,represent an
7.5 THE CONSTRAINTS
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opportunity as well as a constraint. Future investment in the western region’s 
tourism industry may in fact be dependent on the existence of such motives. 
This should be exploited by tourism development authorities who could use its 
positive attributes to ‘sell’ the region and the industry to potential entrepreneurs. 
Although economic objectives can never be disregarded, since enterprises must 
be financially viable and able to at least break even, the attempt to work to 
traditional models which tend to assume profit-related and growth-related 
ambitions is largely misleading and unfruitful in the case of rural tourism 
enterprise. Similarly, studies have found that small business owners, depending 
on their motivations, can be unresponsive to policy initiatives designed to foster 
economic development or industry competitiveness (Shaw and Williams, 1998). 
Considering the positive impacts made by lifestyle entrepreneurship (see table
2.2), policy makers should be familiarising themselves with this phenomenon, 
exploring new ways to support existing businesses and refining their 
interventions to be more exactly aligned to industry context and dynamics, and 
thereby enhancing their effectiveness (Morrison, 2006). Indeed, one can see all 
the following factors in the light o f this motivational specificity of the sector, 
and policy-makers may need to tailor their initiatives accordingly.
Education, training and experience
Although a number of respondents identified a need for appropriate training in 
I.T., web design and marketing, tourism entrepreneurs in the western region in 
general arc reluctant to admit to a need for training and skills development for 
themselves or their staff. This is a significant constraint and contributes to the 
lack of relevant skills and experience evident in the industry. It illustrates a need 
for tourism development authorities to raise awareness of the benefits of training 
and provide appropriate training suited to the needs of rural tourism 
entrepreneurs and taking into account their lack of available time. It is thus a 
serious constraint that Fâilte Ireland training programmes are considered as 
unhelpful by many respondents, and a telling indictment of Fâilte Ireland’s 
sensitivity to the needs o f the entrepreneurs it aims to help. It must be 
recognised that Fâilte Ireland’s Tourism Learning Networks and some other 
enterprise supports were only being established at the time when this primary 
research was being collected, and it would therefore be beneficial to carry out a
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longitudinal study in order to establish if current programmes have had a 
positive impact in this respect.
The statistics with regard to entrepreneurs’ previous experience compare very 
unfavourably with Irish entrepreneurs in general, revealing a distinguishing 
characteristic of the tourism industry, which is its attraction for individuals with 
poor levels of management skills and relevant experience (Morrison and 
Teixeira, 2003; Ateljevic, 2007). The factors leading to this attraction include: 
firstly, the perceived lifestyle gains of both the western region, and of the 
tourism industry, which is seen as an opportunity for social encounters and often 
seen as being a profitable tie-in to an already existing interest or hobby; 
secondly, the perception of tourism as an easy industry in which to operate; and 
thirdly, the often relatively low financial outlay or risk involved, especially if 
the business is home-based, part-time or seasonal and the entrepreneur already 
has an alternative source of income, which is the case for most entrepreneurs 
included in the study.
The consequences, then, of the poor management skills and the lack of relevant 
experience include: firstly, the need for additional support from tourism 
development authorities; secondly, the lack of innovation and new product 
development evident in the industry; and finally the failure rate of tourism 
enterprises. However, and interestingly, for the tourism sector on the one hand, 
but also for the perceived requirements of entrepreneurship in general, though 
this goes far beyond the scope of this study, there is little evidence to suggest 
that the failure rate in tourism enterprise is any higher than in other industries.
Enterprise size
Tourism enterprises in the western region, like those in similar rural 
destinations, are characterised by small size, in terms of numbers of people 
employed (Lane, 1994; Lee-Ross, 1998; Cawley and Gillmor, 2008) and low 
turnover (Goulding et al, 2004; Ateljevic, 2007; Harris et al, 2007). These 
interlinking features have been documented as symptomatic of rural tourism, as 
a result of the limited size of the market, lifestyle motivated entrepreneurs, lack 
of commercial viability for larger investors, unpredictability of demand and
2 2 6
seasonality. Smaller-sized enterprises can present competitive disadvantages 
with regard to resources i.e. time, money and skills. As owner managers with 
few or no staff, tourism entrepreneurs are constantly juggling many roles from 
marketing to accounting to reception to driving to cooking. It should also be 
noted that it is this small size that dictates the magnitude of the owner- 
manager’s influence over the enterprise and the aforementioned inextricability 
o f the entrepreneur from the enterprise. Smaller enterprises lack the economies 
of scale available to their larger counterparts (Bramwell, 1994) and can suffer 
from isolation and a lack of influence with regard to local, regional and national 
governance. However, some of these issues may be counteracted through 
effective networking and cooperation with other tourism enterprises in the 
locality, particularly, but not only, in the area of marketing, by partnering up 
with other firms in order to cut costs, for example, joint brochures and websites 
to pull people into an area.
Policy makers appear to lack awareness of the potential contributions of smaller 
tourism enterprises. In addressing the growing market demand for alternative 
experiences the values of small businesses, including their personality 
(Middleton, 2001) and authenticity (Morrison, 2002), need to be further 
capitalised upon in marketing efforts by all stakeholders. The differences 
associated with smaller-sized enterprises must be recognised by tourism 
development authorities in order for them to develop support strategies which 
are appropriate to the needs of smaller enterprises. However, the development of 
these support strategies must involve more communication and consultation in 
order to benefit from the breath of experience and knowledge which exists 
among tourism entrepreneurs.
Marketing
Tourism authorities must consider the geographically dispersed nature of 
enterprises in most rural tourism contexts and the lack of resources, especially 
time, when developing strategies to support entrepreneurs. In this context, 
marketing represents a significant challenge for rural tourism enterprises in the 
west. Three interlinking themes were apparent among the marketing related 
findings; these are networking, e-marketing and market research. Most
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entrepreneurs appear to be generally aware of the benefits of networking in this 
area; however, they are not using networking opportunities to their full 
advantage. Very few develop marketing plans or carry out market research, and 
most are not using information technology to its full potential. Entrepreneurs 
need to be encouraged to network, develop marketing plans and carry out their 
own market research, even at a simple level, and given training and support in 
the use of the internet as a marketing tool.
Development authorities have an important role in showcasing up to date 
examples of best practice. Failte Ireland have already made positive progress, 
particularly in the e-marketing area with their ‘bizcheck’ service, which involves 
an e-marketing expert providing advice to entrepreneurs about their website. 
However, just a small number of businesses have benefitted so far. Information 
illustrating simple and practical examples of ways of collecting and using 
market research would be of assistance in enterprise development, and small- 
scale enterprises in rural regions need to learn to see their small size and their 
relative isolation as an opportunity to develop a unique personality and hence 
potential as an attraction. The unpredictable and fast changing tourism market 
proves the necessity of being market-oriented, for example, entrepreneurs need 
to put themselves in a position through targeted marketing and product design to 
be able to capitalise on the recent increase in domestic tourism.
Human resources
With the extensive documentation of human-resource-related problems in the 
tourism industry, both secondary and empirical evidence has revealed 
difficulties recruiting and retaining staff (Goss, 1991; Cooper and Buhalis, 1992; 
Ateljevic and Doome, 2003; Johns and Mattsson, 2005) as a result of 
seasonality, low wages, long hours and the poor image of careers in the industry, 
barring, as we have been seeing, the positive image of lifestyle- 
entrepreneurship. Moreover, the size and resulting lack of resources of the 
enterprises and the rural location (Nilsson et al, 2005) contribute to HR 
problems.
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The issues combine to form a downward spiral of human-resource-related issues 
as illustrated by figure 6.9. Addressing this constraint requires focussing on one 
or more of the issues included in the spiral, for example, supplying industry 
focussed courses and training to improve skills and thereby promote the 
possibility of career development within the industry. There is potential to 
capitalise on what may be termed lifestyle based employment opportunities 
through promoting careers in an industry based on seasonality, which may well 
be a help in staying motivated compared to the almost inevitable apathy of 
anyone working the same job twelve months of the year, and on the other 
attractions of working in a people based role in a rural location. In fact, 
enterprises could market not only to tourists but also to potential workers. 
Failing this, providing employment grants or other incentives for employers 
could help to case human resource difficulties.
The growing awareness of a deterioration of the attitude and level of friendliness 
among employees in the tourism industry provokes the consideration of the 
concept of a standardised manner of customer service such as that used in 
McDonalds. However, this idea does not fit well with the very foundation of the 
rural tourism product which is based upon individual and unique experiences 
and personal interaction. In order to achieve this ideal staff need to be 
motivated, well trained and well rewarded (this may not necessarily have to be 
based on money as discussed above. Nevertheless, breaking the aforementioned 
downward spiral represents a considerable challenge, but one that if not 
addressed, will render impossible real progress within the industry.
7 .5 .2  E x t e r n a l  f a c t o r s
As discussed, these external factors overarch and interlink with each of the 
internal factors we have just been looking at, and should not, indeed cannot, be 
understood in abstraction from them.
Access and infrastructure
The peripheral location of the western region makes access and infrastructure a 
central issue for tourism entrepreneurs. Following the basic supply and demand 
model, if  potential tourists don’t have the means to access the destination
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quickly easily and cheaply (Hohl and Tisdell, 1994; Nilsson et al, 2005), then 
tourism enterprises have no cause to exist. Due to the trend towards shorter 
breaks and the consequential shorter time available for travelling (WDC, 1999; 
WDC, 2001; Shannon Development, 2003), the region needs to be more easily 
and conveniently accessed in order to secure the future of the industry in the 
region. This includes air access into regional airports, ease of access from 
Dublin airport to the western region via public transport and road infrastructure, 
and ease of movement around the region via roads and public transport such as 
the proposed western rail and road corridors. It is also vital for Ireland to tap 
into the vast potential presented by GPS technology as soon as possible, to 
encourage more people to travel independently throughout the country.
Although some progress has been made under the NDP, there is plenty of room 
for improvement. Unfortunately, the current economic recession has lead to cuts 
in government spending on transport, dramatically slowing down progress and 
adding to the frustration of many tourism entrepreneurs in the region. Despite 
the opportunities to improve access and infrastructure, the profile of the region 
and its geographical position means that this will always be an inherent 
constraint which is characteristic of the rural tourism product. The western 
region will simply never be as accessible to most tourists as are other regions of 
the country or the continent, and tourism entrepreneurs, while of course pushing 
for access to be improved, may well have to tailor their offers and strategies to 
this reality.
Location
Location is obviously, though not absolutely necessarily, very closely linked 
with access and infrastructure, for access does not always depend on central 
location and centrality/peripherality is in all cases purely relative. Moreover, a 
paradoxical relationship exists between the rural context of the western region 
and the development of tourism. On one hand, the qualities of the rural 
landscape provide an attraction for tourists, while on the other hand, those very 
qualities present obstacles to tourism developers (Hohl and Tisdell, 1994; 
Mochrie et al, 2006; Ateljevic, 2007; Siemens, 2007), geographic isolation 
constraining access to markets (Nilsson et al, 2005; Fuller-Love et al, 2006;
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Cawley and Gillmor, 2008) reducing the number of tourists and the resulting 
profits. This problem is further exacerbated by the unpredictability of tourist 
demand and the more extreme seasonality (Nilsson et al, 2005) experienced in 
rural destinations.
There is a clear connection between location and enterprise size (see section
5.2.4). The concept of attracting larger enterprises into rural and peripheral 
locations is unsustainable. Moreover, even in terms of smaller enterprises, a 
limited supply of tourism product is also characteristic of rural destinations. This 
detracts from certain elements o f the tourist experience, as was seen with regard 
to the development of walking tourism in the region (see section 6.6.3) and 
reduces opportunities for networking. Rural enterprises are in need of greater 
support from authorities in order to counteract this isolation in certain regards. 
However, there is also extensive evidence of the positive impacts of rural 
location (Nilsson et al, 2005; Williams and McLeod, 2005; Cawley and Gillmor,
2008), which is increasingly being considered as an attractive place both to set 
up business, for lifestyle-motivated entrepreneurs, and to visit. The 
inaccessibility, remoteness and isolation should therefore also be capitalised 
upon as a selling point to target those tourists in search of the authentic rural 
product. Hence any moves to develop tourism from the viewpoint of combatting 
isolation need to take this aspect into account and be careful not to throw out the 
baby with the bathwater.
Demand and seasonality
Unpredictability of demand and the phenomenon of seasonality provide several 
problems for tourism entrepreneurs, and ultimately a limited turnover (ITOA, 
2003) and therefore the need for additional sources of household income. These 
issues create an uncertain and unstable industry for potential investors aiming to 
make a profit. The unpredictability of demand creates increased risk and 
uncertainty, which respondents believed was closely interlinked with the 
previous theme of location in that alternative urban locations benefit from 
capitalising on both the growing trend towards city breaks and the larger local 
market. Seasonality is also closely linked with location in that it is more 
severely felt in rural and peripheral locations.
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Yield-management techniques, creative packaging and festivals and events 
were proposed by respondents as possible methods of lengthening the tourist 
season. Adventure tourism is also believed to be an industry subsector which is 
less affected by seasonality (Failte Ireland, 2010). Networking has an important 
role to play in this regard in that enterprises should be working together to come 
up with creative and innovative packages to entice tourists outside the peak 
summer period. These activities should be actively encouraged and supported by 
tourism development authorities through the use of financial supports, advice 
and expertise.
However, recent literature reveals that issues related to demand and seasonality 
may not necessarily be a problem for all entrepreneurs (Getz et al, 2005) as a 
result of some lifestyle-orientated individuals consciously treating their business 
as a part-time venture or hobby. This represents further evidence of the 
heterogeneity of the sector and further research into the implications and 
attitudes towards seasonality would be beneficial in achieving a better 
understanding of the situation.
Cost o f operations
Despite the low entry barriers especially for home based businesses, the cost of 
operations was considered prohibitive for many existing and potential tourism 
entrepreneurs. This is contributed to by taxes, insurance and the cost of raw 
materials, but also regulations such as the minimum wage, health and safety and 
the smoking ban. Many entrepreneurs feel that these overheads make it hard for 
them to offer value for money to tourists, and the consequential high cost 
charged for tourism products is a cause for concern within the industry, 
especially in light of increasing international competition and price sensitivity. 
Since the onset of the recession, tourism enterprises have been forced to lower 
their prices in order to remain commercially viable. However the ‘real’ costs for 
enterprises remain relatively high, which means that profit margins are now 
even narrower; in addition, the lowering of prices that we have seen here has 
occurred internationally and so our image as an expensive destination lingers 
(Holmquist, 2010).
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Controlling operating costs through such measures as favourable tax rates would 
ease the burden on entrepreneurs and make tourism a more attractive industry in 
which to operate, thus encouraging new entrants. Another specific example 
which is timely considering the rapid growth in adventure tourism is that of 
insurance costs which deter development and innovation in this sub-sector. The 
Irish government must examine the situation in comparable destinations and 
find ways of reducing this cost. Considering the growing importance of tourism 
to the Irish economy (see section 1.1.3), it would be prudent to reflect upon the 
bigger picture and consider financial incentives as long term investments in the 
economic development of rural Ireland. Bearing in mind the difficulty in 
substantially reducing prices relative to other destinations, Irish tourism 
stakeholders need to ensure that their product is differentiated from its 
competitors so that we are not solely competing in terms of price.
Complementary tourism product
Lack of complementary tourism product is a major constraint, particularly in 
more isolated rural areas of the west, as in similar destinations worldwide 
(Hegarty, 2005; Mochrie et al, 2006). As we have seen, due to the 
interdependence within the industry, it is extremely difficult for a tourism 
entrepreneur to operate in isolation, and international examples have shown that 
effective networking is vital for success (Reijonen and Komppula, 2007). This 
situation could also be alleviated by the development of a number of state- 
sponsored attractions and the availability of assistance for potential 
entrepreneurs to establish themselves in such areas.
The walking product has been identified as one which holds great potential both 
in adding to the attractions of the region and in providing a means by which 
local businesses can collaborate. The implementation of Fáilte Ireland’s Tourism 
Product Development Strategy 2007 -  2013 has already resulted in the 
development of additional walking trails. Those involved in this development 
must ensure that local stakeholders are involved in the process and that this 
infrastructure is linked in some way to all local tourism enterprises. In the face 
of increasing competition, the entrepreneurs of the western region must focus on
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innovation and offering a product which is differentiated from its main 
competitors. Networking and imaginative packaging are keys to the 
achievement of this and these activities also require the support and 
encouragement of tourism authorities.
An issue here is that the provision of a network of complementary products goes 
beyond the isolated view of any one entrepreneur, and it must fall within the 
remit of development authorities to foster such a development, and give 
guidance and direction from above. This guidance must discourage 
entrepreneurs from seeing other providers as competition but instead as 
complementary. It may well require planning that goes beyond the bounds of 
tourism, as we saw with walking, which involves getting farmers on board with 
regard to access or provision and upkeep of paths, who might have nothing to do 
with tourism, and may not at all a-priori see any benefit to them in promoting 
tourism.
Support
This factor is central to this study, in particular to the application of its findings, 
and the issue of support and how it can best be offered has run through all 
factors examined up to now. But here we will look at the issue in abstraction 
from the other factors, asking what are, in general, the issues involved in 
ensuring that support structures are optimised. Support has been identified as an 
area in need of review but also an area which overlaps with the other constraints 
identified within this thesis. Many existing initiatives were considered by 
entrepreneurs to be poorly researched, designed and administered and often not 
appropriate to entrepreneurs’ needs.
There are three principal factors which have an impact on the type of support 
offered. These are the rural location, the small size of tourism enterprises and 
the general profile of the entrepreneur and the enterprise. The characteristics of 
the rural context (i.e. small communities, lack of resources, areas in decline and 
fragmented nature o f the tourism product) and the vulnerability of ‘smallness’ 
are added to by a necessity for a greater level of support from tourism 
development authorities. The profile of the entrepreneur and enterprise are vital
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in designing appropriate and effective support mechanisms. For example, as 
found in the farming sector by Thomson (2001), entrepreneurial motivation may 
have an impact on the effectiveness of government intervention. Similarly 
business type is likely also to have an impact on the success of particular 
interventions.
As discussed above, marketing and market research are specific areas in which 
enterprises require assistance. Support should also be designed to reflect the 
need for a greater spatial balance of tourism development by concentrating on 
those areas which have yet to reach their potential with regard to tourism 
development. Greater communication and cooperation between tourism 
development authorities at every level is required to avoid duplication and 
achieve economies of scale. Greater communication is also necessary between 
authorities and entrepreneurs who are often not aware of support mechanisms or 
ways of ‘helping themselves’, but also in the other direction whereby authorities 
create additional opportunities for entrepreneurs to contribute to the formation 
of policy. The ‘performance plus’ and ‘bizcheck’ programmes which have been 
rolled out by Failte Ireland appear to have promise, but their developers need to 
ensure that they are addressing the needs of entrepreneurs and are 
complemented by effective communication among industry stakeholders. Many 
tourism entrepreneurs all over the western region have wonderful ideas about 
how to further support and develop the industry, and authorities need to 
capitalise on this resource by opening up the relevant channels of 
communication.
However, often it is not just about listening to the demands of the current 
entrepreneurs, but rather about taking the lead. For example, working to 
encourage new entrants into the industry, which current entrepreneurs may not 
consider, and may in fact be against, as they might well see new entrants into the 
market as competitors when in fact it would be enhancing the offer as a whole, 
and would bring more tourists, and increasing possibilities for networking, on all 
levels, helping everyone. In fact, this is one example of how it is that on the 
issue of support a study such as this, and those which one can hope will follow, 
carried out by academics with their view from nowhere, comes into its own, as a
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guide to how the relevant decision-makers can approach the issue of support, of 
meeting entrepreneurs’ real needs. Not just responding to what they say, but 
having as full an understanding as possible of the heterogeneity and diversity of 
needs, and of the interplay of various factors when addressing the problems of 
the sector.
7.6 BUILDING UPON THIS THESIS
The recommendations of this thesis can be divided into two main categories. 
These are the practical policy implications and the future research opportunities. 
The former are described within each of the previous subsections (7.5.1 and
7.5.2) but especially within the section entitled ‘support’. The latter will be 
discussed in this section.
Considering the above discussion, the opportunities for further research are 
substantial, and this study is certainly not the end. As is the nature of academic 
research, it aims indeed to open up new methodological paths and new 
awarenesses and sensitivities for future researchers and policy-makers. Any of 
the factors dealt with in this conclusion would be fertile ground for further 
study. From a methodological perspective such study would take in a multi­
dimensional approach, and could use the multi-method approach used here. 
However, this study does not aim to be proscriptive for future researchers, or 
condemnatory of alternative approaches; for the complexity of the area is such 
that a variety of approaches are a necessary ingredient. The interesting thing 
about this study was its organic development from the history of the study and 
its own evolution within academia. It fused a number of approaches, but it 
would not aim to impose such a methodology on future researchers, rather 
would simply ask that researchers be aware of the complexity of the area, and 
that if they opt to use one approach, that they do so in the recognition of it as 
one of many valid options.
Although this research has provided an initial understanding of the constraints 
on the development of rural tourism enterprise, research on the topic is by no 
means complete and requires additional exploration. What is so exciting and
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challenging is that such research must go hand in hand with policy initiatives on 
the one hand and on-the-ground entrepreneurship and innovation by 
stakeholders on the other. Indeed, as was seen already in chapter one of this 
thesis, academic study in the sector has a significant role to play in this 
development in that it can oversee and concurrently embrace a multitude of 
perspectives, thus offering a global vision unavailable to individual 
stakeholders. Therefore, if future study is to be carried out in the sector in the 
spirit of this study, it will be functional, not merely study for the sake of study; it 
will be applicable theory.
Indeed, the theoretical model developed here by bringing together and building 
upon existing research is not without its weaknesses and offers simply a general 
guideline to researchers in similar contexts. Any additional research which helps 
in the better understanding of tourism enterprise and the relationships between 
the various factors would be useful; however, a number of areas in specific need 
of attention have been identified.
Although growing in significance within tourism literature, lifestyle motives 
among tourism entrepreneurs require further research. Such research might 
entail the development of a typology of rural tourism entrepreneurs. Much could 
be learned from the implementation of a study into the typology of tourism 
entrepreneurs, such as that carried out on Australian farmers by Thomson 
(2001). His premise was that by understanding attitudes and motives it is 
possible to predict behaviours, forecast rates of adoption of practices and target 
communications more effectively. Indeed, given the peculiarity of the lifestyle 
entrepreneurs, their bucking of most accepted models of business rationale, and 
their importance to the rural tourism sector, such a typology, paying close 
attention to their specificities, would be of enormous benefit with regard to 
policy formation.
Further research into the management practices of rural tourism enterprises 
would also be useful in the greater understanding of these businesses, their 
owners and the external factors which may assist or constrain enterprise 
operation and development. As we have seen, the practices within a small 
enterprise are a reflection of the character of the entrepreneur, and as such, this
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study would tie in closely with the typology recommended above. In addition, 
management practice guidelines could be developed and adopted in tailored 
ways by the particular tourism entrepreneurs, as suits their character or 
typology.
Networking has been recognised as a method of addressing the isolation of rural 
areas and the lack of economies of scale for the small enterprises which 
predominate. However, its underuse is obvious. Research should be undertaken 
to examine ways in which networking can be facilitated and encouraged. Many 
excellent examples exist worldwide, but their application in the Irish context 
requires careful consideration, and therefore requires study. The use of 
information and communication technologies are important in this regard as is 
the ability to adapt to changes and new additions in this area. Research 
identifying best practice examples, and methods by which small enterprises can 
collectively capitalise on these new technologies, would assist all industry 
stakeholders.
This thesis has included a brief examination of the education and training 
achievements of entrepreneurs; it would, however, be beneficial to establish 
whether there is a correlation between education and training and enterprise 
success. A study on training needs per se could identify the educational 
programmes which have a positive impact on the industry and assist in the 
redesign of current programmes to suit the needs of their audience and the 
industry. As we have seen, however, when discussing training, experience and 
education above, the failure of businesses cannot be simply and directly 
correlated with these factors, or at least not according to the models currently 
available, and so a study of the failure of small tourism enterprises might be a 
useful place to aid our understanding of the dynamics of the sector. Are the 
current models suitable? is the first question. Of course, it is widely recognised 
that such studies are famously difficult to carry out as the actors have, by 
definition, moved on, and are reluctant to discuss the question, and, failure being 
the orphan that it is, will not always give reliable evidence, but were a study able 
to shed light on it, it would be useful to future policy development and planning.
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7.7 CONCLUSION
To speak briefly, in order to keep from needlessly repeating the issues dealt with 
throughout the chapter, the chapter has summarised the principal findings of the 
thesis. Combining these findings into a single chapter has served to illustrate the 
complexity of the constraints on rural tourism enterprise, which is contributed to 
by the heterogeneity of rural tourism entrepreneurs and enterprises. The findings 
of this research may assist Irish tourism development authorities to better 
understand the factors which combine to constrain rural tourism enterprise 
development in the west of Ireland and to develop policies which are better 
suited to rural tourism entrepreneurs’ needs. One of the principal issues in this 
regard is the recognition of the diversity of entrepreneurs and enterprises and the 
need for policy which takes into account this diversity. However, one of the 
objectives of this thesis has been the development of a framework from which 
new theories may be generated. Through bringing together the literature from 
various relevant disciplines, this thesis has made a theoretical and 
methodological contribution to contemporary tourism literature. In their paper 
discussing contemporary tourism policy, Thomas and Thomas (2006) argue that 
“the tourist experience -  and consequent implications for a destination’s 
reputation and development -  is closely tied with smaller firms; it is hard to 
imagine how visitors to almost any destination could miss coming into contact 
with a number of small and medium sized enterprises” (p. 100). Considering 
tourism’s status as one of the fastest growing industries in the world and the 
need to diversify the rural economy, government, academics, educators and 
economists would be foolish to ignore the plight of rural tourism entrepreneurs.
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APPENDICES:
The following appendices are included on the attached CD rom: 
Appendix 1 Questionnaire
Appendix 2 Sampling frame for quantitative data collection 
Appendix 3 SPSS data analysis
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